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1934-1959 


hogers Stores, of Texas, Mark 
25 Straight Years of Profit 


with Brown Franchise Program 


‘‘And more than that,’’ adds Hubert 
Rogers, Sr., of Ennis, Texas, ‘“‘this Pro- 
gram helped us to expand to three stores 
and bring my sons into the business.”’ 


Record 


NATIONAL VOICE 





Hubert Rogers took over an Ennis shoe business 
in 1934, and one of his first decisions was to go with 


the Brown Franchise Stores Program. 


Mr. Hubert Rogers, Sr., 
started the Ennis, Texas, 
says store in 1934. 


Hubert Rogers, Jr., manag- 
ing partner of the Hunts- 
ville store opened in 1949 


Allen Rogers, managing. 
partner of Temple store 


e¢ ”? 
The coverage of Brown Shoe Brands, eraed ta 10 


Mr. Rogers, ‘‘gives a retailer opportunity to op- 





erate profitably with fewer lines—the most impor- 
tant factor in building a successful shoe business. 
In addition, a broad stock program insures big 
volume on key shoes in depth sizes.” 


Rogers handte the same Brown Shoe Brands 
at all three stores: Naturalizer and Life Stride 
for women; Roblee for men; Pedwin for young 
men; Buster Brown and Robin Hood for children. 


Qhality at your feet 


““We’ve received many benefits from this Pro-. 
gram,” added Mr. Rogers, ‘‘but the one that stands 
out is the fact that we’ve made money every year 
for 25 straight years.” 


For full details on the many ways this Program 
can help you make a good profit year in and year 
out, write or phone J. R. Johnston, Manager, 
Brown Franchise Stores Division, Brown Shoe 
Company, St. Louis. 


BROWN 


SHOE COMPANY 


BROWN SHOE COMPANY 


St. Louis... 


Makers of: Air Step « Buster Brown « Glamour Debs by the makers of Buster Brown « Official Boy Scout Shoes « Official Girl 
Scout Shoes « Life Stride « Miss America + Naturalizer » Pedwin « Propr-Bilt « Risqué « Robin Hood « Robinette « Roblee « Smartaire 





The shoe of a gentleman, Nettleton’s 
Stamford Espresso, needs never to be untied 


...invisible side gores and ingenious elastic 


laces #7? perform this magic! 


full 
aniline calf 


by 


HUBSCHMAN 


*1061 Fruitwood...crafted by A. E. Nettleton Co. 
Syracuse 2, New York 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23 
FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 





WOLVERINE COMES WEST 


(SHELL HORSEHIDE SHOES AND BOOTS — HUSH PUPPIES®) 


WOLVERINE OPENS WEST COAST WAREHOUSE FACILITIES FOR OVERNIGHT DELIVERY TO 7 WESTERN STATES! 


Now you can take immediate advantage of the big demand for famous 

Wolverine work shoes and the best promoted, best selling shoe of 

1958 and 1959—Wolverine Hush Puppies! 

New warehouse facilities, located in Sparks, Nevada, put a wide range 

of sizes and styles of both shoe lines within easy reach of any point in Write, wire, phone or teletype our West Coast warehouse ! 

California, Washington, Oregon, Arizona, Nevada, Utah, Idaho. This ; ; , : 

means western dealers can benefit from fast turnover of merchandise Postal and ey Wolverine Shee end Tanning Corp. 
: z age - ; . 0. Box 796, Sparks, Nevada 

with quick fill-ins on sizes and styles, and, of course, better inventory 

control. We invite you to take advantage of this new service now! TEL: Elgin 5-9466 TWX: RE 76 


P. S. Now you can get your full share of sales and profits from the big 
Fall Hush Puppies promotion. It begins in August—right on the heels 
of the spectacularly successful Spring promotion—with full-color ads Wi eiiLwWwE oe rake 
in THIS WEEK, PARADE, THE NEW YORK TIMES, SEATTLE SUN 
TIMES, TRUE, PLAYBOY, PARENTS and additional major-market Shee and Tenuing Corporation, Cechtend, Religen 
newspaper supplements. For information write: Wolverine Shoe and 
Tanning Corporation, Rockford, Michigan. 
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Spread 


AND HEAVY DUTY SHOES 


OVER $300,000,000 AT RETAIL 


VULCAN Pain FROM $#8e5 
iin i yet RETAIL 


NOW ... 
DRY-FLEX 
VULCANIZED 
INSULATED BOOTS! 


SEE CEDAR CREST 
NEW BOOT DEPARTMENT 
SELF SELECTOR UNIT 
(60” X 20” FLOOR SPACE) 


BELONGS .. . in every 
shoe store and 
department handling 
men's footwear 


FREE 


ASK FOR DETAILS 


CEDAR CREST 


VULCANIZED WATER-TITE CONSTRUCTION 


26 DRY-FLEX STYLES... 


Be FIRST with the FINEST in your community 
with DRY-FLEX Vulcanized Leather Boots and Shoes 
... that keep feet DRY . . . All day long! 


Cash in on the TREMENDOUS MARKET of 
outdoor wearers, and men on wet work 
who need DRY-FLEX Boots and Shoes. 





9 CEDAR CREST PROMOTIONS backed 
with outstanding FREE Display Material. 


. DRY-FLEX Shoes . . . Stay Dry 
. RUGGADIER . . . Sportsmen's Boots 
. ZERO KING .. . Insulated Boots 


. RIGGER KING . . . Industrial and 
Field Boots 


. SAFETY FIRST . . . Steel Toes 


. PETROIL-KING . . . Auto and Oil 
Worker Footwear 


. CROSS COUNTRY BOOTS 
. SPORTSWOMAN BOOTS 
. RUFF 'N READY .. . Boy's Boots 





CEDAR CREST SHOE CO. © 111 7TH AVE., NO. * NASHVILLE 3, TENNESSEE 
PLEASE SEND FULL DETAILS ON ‘‘BOOT DEPARTMENT"’ SELF-SELECTOR UNIT: 


an | a | a | at | STORE 
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CEDAR CREST. .. Auweucet Fuel BOOTS! 


CEDAR CREST SHOE CO.eA GENESGO DIVISION e NASHVILLE 3, TENN. 





Preview 

of 
Autumn 
Fashion 


Sty Pages 
suede 


DF 
Suede 
SUg De 


SUEDE wy 
TAN-ART 


is the tightest-fibred 
napped leather obtainable. 
TAN-ART SUEDE KID is characterized 
by density of pile, which gives 
this suede a richer look and a 
longer-wearing nap. 


TAN-ART CO., INC. a division of 
G. LEVOR & CO., INC. 
GLOVERSVILLE, N. Y. 
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Blue Star presents the longest, 
strongest line in its history 
for Fall-Winter, 1959-60. See 
the sparkling new styles, inspect 
the quality shoemaking and superior fit 


... learn why Blue Star is America’s 


fastest-growing juvenile shoe line. 


IN STOCK | 5(av 


SAME DAY SERVICE $5-$6-$7 CHILDREN’S SHOES 


BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 


June |, 1959 





“_) 


SELL FLEET 


SHOES FOR CHILDREN 


“-wEBY SHOE CORPORATION * EPHRATA, PENNSYLVANIA 


New York City Sales Officér“463 Marbridge Bidg. 
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nOC shea ease and a bine’ step are built into 
“this “Sikeston” pattern by Bates on their glove-fit Biscayne last. The supreme 
comfort making this the happy-wearing shoe it is comes from Prest-O-Flex 
construction and cushioning with AiRFOOT by Goodyear. 


You'd never know it's cushioned until the foot finds out! There's no bulk 
to tell, for Goodyear's exclusive AlRFOOT—so trim, so compact—allows a 
thinner sole application. AirFOOT is feather-light, it “breathes” as it cush- 
ions every step, and ifs pliant support lasts the life of the shoe. Matchless 
quality, matchless ease, matchless friend-maker for the shoe manufacturer! 


ONLY AIRFOOT HAS THIS FLED.IBILITY! 
it makes shoes o treat to wear, makes every 
step a pleasure. 
Sikeston’ by Bates Shoe Company, 
Webster, Mass 


GOODFYEAR 


World's First, Foremost ond Finest Foam Rubber Cushioning 
Designed Specifically for Footwear! 
NOTE TO SHOE MANUFACTURERS: For samples and 
application information, contact Goodyear, 
Foom Products Division, Akron 16, Ohio. 


“1.M. The Goodyear Tire & Rubber Company, Akron, Ohio 





YORKTOWN 
SQUARES 
IT OFF 


Style 807 
Black 


. I 
Style 2051 % saa 
Black ™ Style 808 
. Deeptone Brown 


Style 7909 Style 2057 
Black Mellow Grain Black 
Style 7910 
Deeptone Brown 


Nationally Advertised in 
Yorktown’s wide range of top-selling styles naturally in- LIFE AND ESQUIRE 
cludes a fine selection of the current square-toed favor- 
ites (we picture only 4 of many). They are in-stock for 
Fall in choice black leather as well as the very new deep- 
tone brown. 


IN STOCK FROM ONE SOURCE: 


135 STYLES FOR MEN, AA-EEE; 6-14, $10.95-$15.95 retail 
25 STYLES FOR BOYS, A-EE; 2%-7, $8.95-$9.95 retail FOR MEN AND BOYS 





Write now for catalog or for salesman to call Three Generations of Fine Shoemaking 


GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. « FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Status Quo= 


Thanks “Skip” Nelson for your nice 
compliment and your fine suggestion! 


Writes ‘‘Skip’’ Nelson 


from Shokie Sootery 


Skokie, Illinois 


—A bit of levity, now and then, helps most of us to 
get over a hurdle. 

—TIn the past several years, an infallible smile-evok- 
ing source has been Herbert A. Leggett, editor of 
ARIZONA PROGRESS—the house organ of the 
Valley National Bank of Phoenix. 

—He says: “The Status Quo, like the old gray mare, 
ain’t what she used to be. Last year it took the 
worst beating in history—and tranquilizer sales 
rose to an all-time high. Revolutionary changes Seriously, this letter is to 
occurred in science, in economics, even in politics. Suggest that you encourage more 


—“Russian satellites no longer mean neighboring visits from your retailers -- es- 


nations but metallic planets that circle the globe. pecially so at this time of the year 
“T} ; blicized : le when some merchants may be planning 
— “The over-publicized recession was over before vachtdens {a the Oaarks. 


TV comedians could rewrite their adlibs. How- 
ever, it did last long enough to demoralize wo- 
men’s fashions and the automobile industry. De- 
signers went berserk. Result: automobiles no 
longer look like automobiles, women no longer Regards, 


look like women, and who was that two-tone job : ry ae 
I saw you with last night? | lv Hopo|tler— 


—“‘Result #2: A boom in imports. Stripped of non- 
essentials, both foreign cars and foreign women 
are being eyed favorably. 

—“But the most disturbing development of the year 
(perhaps of the century) was the admission of 
Alaska and Hawaii into the Union. This unthink- 
ing step has caused more confusion than the 
Supreme Court. It obsoletes all American flags, 
all geography books and all statistics. Arizona is 
no ionger the youngest state or Texas the largest. 
Kansas is also hard hit because the geographic 
center of the U. S. has been shifted to South 
Dakota. Washington State can no longer claim 
the nation’s westernmost point and Minnesota the 
northernmost point. 

—*“These prideful distinctions have all been snuffed 
gat wih no oesting male or savage: Se me | | Fos. our latch ring isalmays out Do 

g . 


te 
z=. - °) ore 
VAISEY-BRISTOL SHOE CO. 


Publisher keaaae: tel 
Boor AND SHOE ReEcorDER 


Dear "George, Gene and Joe", 


Thoroughly enjoyed my visit to 
your efficient factories. (Note, 
I'mefficient, too -- one letter to 
the three of you.) 


Such get-to-gethers as ours 
cannot help but improve relation- 
ships and business. 





come see us. (Incidentally, the fishing’s good 
around these parts. Write for details.) 











June I, 1959 





"The Authentic Source 


of Fine Leather 


A.C. LAWRENCE LEATHER CoO. 


Chapter 3 


Tan NING... creative ideas in action 


Ideas are living, vital things 

at A. C. Lawrence. They spark 

Lawrence’s leather research 

and development. They per- 

meate the entire company from the selection of raw material to the 
finish stages of fine leathers. 

And these dynamic ideas build. They built the world’s most 
modern tannery in South Paris, Maine. Here is a new one-story 
plant that embodies Lawrence’s creative imagination in the tech- 
nology and science of tanning. Here are ideas in action making 

fine side leather — the leather that accounts for 75% of the shoe 
business! 
Yes, creative ideas in better tanning . . . imaginative ideas in 
better service ... progressive ideas that meet the shoe manufac- 
turers’ and shoe retailers’ market are the essence of A. C. Lawrence. 


Here are some Lawrence side leather ideas in action... 


rOnCce_ beeeeatt CAS 
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DOLL LLL ec Re 


Lawrence Fina and Keena are but two of the many imaginative 
Lawrence side leathers that benefit from Lawrence’s Tanned Twice 
tanning method. 


Each Lawrence side leather is literally tanned twice — once for 


good looks and once for long wear. 


‘Lawrence Fina and Keena are preferred by more and more 
men’s shoe manufacturers — because the whole idea of these 
leathers is to increase sales. A. C. Lawrence Leather Co., a division 
of Swift & Company (Inc.), Peabody, Mass. 


THE BETTER PART OF BETTER SHOES 


June |, 1959 








Your 


SHOE MARKET 
Fall Show 


/ 


Gala Seen House 


Jume 14 thru I7 


Style Shoes ¥ @ You have a date... 


to see and buy the shoes... 


Staple Shoes v¥ that will put YOU on top for Fall... 


@ Men’s shoes, women’s shoes, children’s 


Fast Promotions 7 shoes; The finest array of staple and 
fashion footwear this great market has 


Specialty Footwear ¥ -_ offered .. . 
y anc 


Cancellations & Jobs ¥ ® Famous Open House Hospitality Ses- 
sions. Three days, 9 A.M. to 6 P. M. 


* Don’t forget 


FREE PARKING At this 1 STOP DOWNTOWN MARKET 
New York Shoe Wholesalers Association 


Duane, Reade, Church, West Broadway, New York N. Y. wa 
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They 
Start School 
in September... 











Order your TYER Fleetwoods now 


For thousands of youngsters, back-to-school time 
means time for a new pair of Tyer Fleetwoods. 
Feature Fleetwoods in your store next fall as well as 
this summer and you’re sure to be pleased at 
the extra pairage you'll gain. 
Fleetwood ankle-high “Tops” come in Black or White 
... Circular Vamp and Blucher styles in White or Blue. 
All Fleetwoods feature GRO-FLEX construction with 
reinforced heel and toe, cushioned arch and full- 
cushioned insole. 
Write today for illustrated price lists on Tyer canvas, 
plastic and rubber footwear for men, women and children. 


ANDOVER, MASSACHUSETTS, U.S.A. 


June |, 1959 





Uniform Quality 
doesn't just happen 


AT JOHN R. EVANS & COMPANY QUALITY CONTROL 
FOLLOWS EACH SKIN FROM START TO FINISH. 


After Evans suedes are dyed they receive a light top buffing, then are milled in 
drums like this, with moisture and heat. This process removes the loose par- 


ticles and dust from the buffing, fluffs the nap, and “‘de-crocks” it. Milling 


requires operators with considerable judgment, as both heat and moisture must 


be carefully controlled, * 


Here’s the last quality control point in the tanning of Evans Suede leathers. 
It’s called toggling, because the skins are stretched on a mesh belt with toggles 
to hold them straight and flat, and passed through temperature controlled dry 
heat chambers. This gives the nap its final fluffing, and develops the color to 
its full depth. When the toggles are removed the suedes are given a gentle 


brushing, and sent along to be graded and bundled. 


od 








QUALITY CONTROL MAN in this department is Charles Endt. 
Foreman Endt says, “In this busy department we fully appreciate 


the importance of our Quality Control System, as we see its results. 


The uniform quality of the suedes we finish is possible only because 


everyone who processed them from the start worked for it.” 


JOHN R. EVANS & COMPANY 
CAMDEN, NEW JERSEY 
1857-1959 


The House of Uniform Quality Leathers « A Member of the Kid Leather Guild 





with costly materials? 


oan... NOW SAVES 
MANUFACTURERS 
15¢ PER PAIR 
ve SHOES PROVED SUPERIOR IN OVER 10 YEARS OF USE ON QUARTERLININGS 


Mustang’s rich lustrous 
finish lasts longer, 
stays soft, smooth 

and cushiony without 
discoloring 


= TEXTILE 
NOW sac 


y LUFSTA Fu RESPROID 1000° TOLEX JAMAL" BRONCO" 


VELVIN' Fe 
fee PATENEL pronto TUFSTA- —Yainph NYGEN’ —Aed*RAYETTE” RESPROID' 


TOLEX’ plum” DOUBLER MUSTANG* DURAKALF’ TOLEX" 


GENERAL 
THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION 607 mavison ave. « TroLeno 3, ono 
PLASTICS . 
The General Tire 
& Ruvver Company * Liebman & Cumming * Seaman Steen Company C..N. Reisenberger & Son *A.G. Mooney, Ltd Mendelson & Frost Pty., Ltd. 
1329 Sunset Bivd 96-100 South Street 370 West Broad Street 20 Bates Road P. 0. Box 2! 
Los Angeles, California Boston 11, Massachusetts Columbus 22, Ohio Montreal 8, Canada Port Elizabeth, South Africa 
Liebman & Cumming * Barnard Shoe Industry Supply Corp *Moore & Gil Albeko 
Represented by: 718 Mission St., Rm. 422 2128 South Hanley Road P.0. Box 56 woop ga neem 
ranktul . 
San Francisco, Calitorma St. Louis 17, Missouri Lynchburg, Virginia Frankenallee 4, Germany for your convenience at the re- 
gional sales offices indicated by 


Melvin E. Weil Joh Ss 1] K hy 
in E. Shevene! O. Schneider & Son P. C. Fernandez & Co., Ltd. ‘an asterisk. 


180 North Wacker Drive 21 Spruce Street 1225 North Water Street Lamparilia 420 Apt 215-216 
Chicago 6, IMlinois New York 38, New York Milwaukee, Wisconsin Havana, Cuba 
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JARMAN 


This 
fu 


iNustration will appear ina full 


| in SATURDAY 


page, 


color ad next fc EVENING POST 


Nuh Ps YO) 


Another chapter in the Jarman story<a happy story 


for many dealers throughout this prosperous land 


“Just what constitutes “comfort in a pair of shoes?” asks 
Jarman in a full-page SATURDAY EVENING POS? ad 
next fall featuring Flexible Brogues. The answer: “Tt 
something, we believe, like the feeling a man gets from 
these handsome Jarmans a pleasant feeling of sturdy 
support blended with just the right amount of lightness 
and flexibility; a confident feeling of being right in style.” 


The significance of all this for Jarman dealers is two-fold. 
The ad will build consumer interest in Flexible Brogues. 
create prospects for Jarman dealers. And the styling and 
comfort of these new Flexible Brogues are indicative of the 
strong selling features inherent in all Jarman shoes 
features which bring the customers back time and again. 

It is not by some quirk of fate that Jarman is the number- 
one brand in the price range in which over half of all 


American men buy their shoes. Jarman has earned that 


enviable place through season-after-season style leadership, 
through to high 


making. through the industry's most magnetic program of 


consistent adherence standards of shoe- 
national advertising. 

So the Jarman story is a happy story for many dealers 
throughout this prosperous land. Write for full informa- 


tion as lo how you can become one ol them. 


JARMAN SHOE COMPANY «+ NASHVILLE, TENNESSEE 
A GENES 


TO $19.95 MOST 


SHOES FOR 


TO RETAIL AT $10.95 


C 


























When School’s Qut 
Be Sure You Have 





‘DE Flyers 


In Stock...All styles! All sizes! 


SOLD-OUT SIZES CAN COST YOU SALES. BE SURE YOU HAVE 
A FULL STOCK FOR CAMPERS AND VACATIONERS...ALL AGES! 


Everybody needs at least one pair of canvas shoes for camp or 


vacation. If you want the sales, now’s the time to stock the sizes. 


BIG TV ADVERTISING HAS BUILT 

A BIG DEMAND FOR “P-F” FLYERS 

Younger children have been watching Mickey Mouse Club, older 
boys and girls have followed Adventure Time. They’ll be asking for 
“P-F”’ Flyers because they’ve been sold on them by that 

master TV salesman, “Swifty Flyer.’’ Be sure you have 

plenty of every size... in plenty of time to meet the 

summertime demand. 


“ Ld - ; 
ot ONLY IN B.EGoodrich AND Hood BRANDS 





sorrento 


mystic 


... and dedicated to the 
> proposition that smart style 
ot > need not be costly! Whether 
ff y her fancy is for flats, for 
loafers, for wedgies, you have 
them all in one proven, 
fast-selling line. You'll love 
the way they walk away from 
your shelves ... and the way 
> customers come back for 
more of the same. 


IN-STOCK VINER BROS., INC. 
; Bangor, Maine 
Retail $6.95-$9.95 Shoe Craftsmen Since 1905 


Write today for latest Young and gay in every Way 
IN-STOCK CATALOG 
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Revolutionary new 

rubber sole material 

offers new shoe-selling 
possibilities 


New PARACRIL" OZO-—the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 
possibilities. 


Consider e dress shoes that never need resoling e work shoes that 
are unharmed by oils, gasoline, most chemicals— more abrasion- 
resistant than ever before e sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
door shoes that wear as well on the roughest terrain as conven- 
tional soles on sidewalks ¢ slippers and moccasins with soles that 


are long wearing, yet so thin they can be nearly as flexible as the 
foot itself. 


All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 
material offers you. 


Naugatuck Chemical 





Division of United States Rubber Company Naugatuck, Connecticet 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices 


ck, Connecticut 


CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, N.Y. 





Headlines 





Buyers at Pittsburgh Conservatism Keynotes Coast Show 


Resent Price Shakeup 


PITTSBURGH — The Fall Shoe 
Mart of the Pennsylvania Shoe Trav- 
elers was held May 17-20 in an at- 
mosphere of price uneasiness. 

Dealer resentments, focused partic- 
ularly on recent rises in work shoe 
prices, provided a somber backdrop 
to fall and winter buying. Work 
shoes are an important volume type 
in this highly industrialized area. 

However, the more than 900 re- 
tailers did buy heavily from the 160 
lines displayed at the Penn-Sheraton 
Hotel and the Carlton House. 

In the touchy work shoe category 
retailers tried to grade down, with- 
out much success. Most said they 
will go along with higher prices; 
they are taking the calculated risk 
that their clientele will not rebel to 
the point of grading down. Most 
said, however, that the risk is a 
very real one, and considerable un- 
easiness was apparent. 

In men’s street and dress shoes 
interest was shown in dark and deep 
tone browns in both traditional and 
fashion patterns. Black dropped 
steeply from its favored position of 
a year ago. 

Reverse-seam, moc-front patterns 
were strong as were versions of the 
stitch-and-turn. Mid-weight or semi- 
brogue types were favored in crushed 
or printed grain leathers. There was 
much up-dating of traditional pat- 
terns with cleaner lines. Flexibility 
was a big factor in welts and Compo- 
type shoes. 


Seek Promotional Items 

Retailers shopped widely for pro- 
motional items. Ripple Soles in 
chukka boots bid for acceptance as 
did shearling lined boots in various 
colors. A new, flexible weightless cas- 
ual with brushed leather chrome sole 
was termed a plus seller for Christ- 
mas. 

In women’s style shoes black was 
top color; the sales championship was 
evenly divided between black suede 
and black calf, and brown calf was 
very strong. In the highly successful 
deldi silk suedes there is a definite 
trend to high colors. Most retailers 

(CONTINUED ON PAGE 28) 


June |, 1959 


Buyers at Los Angeles shopped in 
a quiet, businesslike atmosphere. 
They accepted price increases 
philosophically. Registration was 
higher than in November, but 
some thought the show was late. 


By NORMAN PHILLIPS 


LOS ANGELES—“Conservative” 
is probably the best word to describ > 
the Fall Shoe Show held here by the 
West Coast Shoe Travelers, May 
17-20. Conservative styling, conser- 
vative buying and conservative 
crowds painted the show picture. 

Although registration was about 
10 per cent higher than at the 
spring show, the hall traffic was 
light. The rooms had a steady but 
thin stream of buyers on Sunday. 
Monday it fell off as usual, and by 
Tuesday afternoon most of the 
heavier buying had been completed. 
It might be termed a quiet show, or- 
derly and businesslike. 

Some exhibitors felt the show was 
a little late. Among these were 
mostly the eastern manufacturers. 

Exhibitors of established, well-set 
lines felt the show was good. They 
had calls from their regulars and 
picked up a few new accounts, and 
in general they had no complaints. 


Producers Discuss Prices 

Manufacturers spent a great deal 
of time talking about the price of 
leathers and the increases it was 
making in their own prices. Retail- 
ers spoke less about prices. For the 
most part, they merely asked how 
much they would have to charge for 
the shoe and let the subject of price 
change pass without much comment. 
These buyers took sort of a “life is 
like that” attitude. 

Surprise of the show in women’s 
shoes was that there was no surprise 
at all. There didn’t seem to be too 
much to arouse quick interest from 
the buyers. The double needle toe is 
out. The single needle toe and ta- 
pered toe prevail. Some attempt 
was made to introduce the oval toe, 
reminiscent of the short-vamped 
shoes of the early ’30’s, but it didn’t 
seem to get anywhere. 


Pumps were foremost in women’s 
shoes. Black, brown, bronze and 
gunmetal were the strongest sellers. 
Red was nil. A few blues moved. 
The range of brown tones ran from 
beiges through burnt brown on 
toward black. Other than a few 
shades of gray, that was about it. 


Fabrics for Daytime 
and leather- 
appeared in 


Fabrics in tweeds 
fabric combinations 
daytime wear. Evening shoes 
stressed moire, silk, brocade and 
vinyl alone or in combination with 
other materials. Calf was good in 
the more expensive shoes. 

One manufacturer used lambskin 
for certain of his casuals and said it 
was working out very well. Lusters 
and reptiles did quite well. Open 
toes, sling pumps, Spring-o-lators in 
lusters, textured leathers, suedes 
and vinyl combos were on the in- 
crease. Long T-straps stood still. 
The highly publicized boots stayed 
on the tables as far as southern 
California buyers were concerned. 
The weather just doesn’t call for 
this type of thing. A few unlined 
ankle-high boots were sold in limited 
orderings. Aside from that, the 
buyers picked them up, commented 
on how interesting they were, and 
put them down. 

Heels of all heights aroused much 
interest. The baby Louis, squash 
and spool are selling extremely we.l. 

The men’s shoes made up for any- 
thing the women’s shoes lacked in 
Casuals appeared with 
narrower 


fanciness. 
ornamented buckles, 
and fancy stitching. 
very well for daytime and were on 
the upgrade over the last season. 
Ripple Soles have become a stand- 
ard item. 

The most dominant color is a dark 
brownish black under various 
names, depending upon the manu- 
facturer. 

Children’s shoes sold well in ba- 
sics with a few dressier styles mov- 
ing in limited quantities. 

The overall picture of shoe sales 
could be set at 75 per cent in basics 

(CONTINUED ON PAGE 24) 
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Buying Mood Prevails at Dallas Fair 


Two thousand buyers attended 
the Southwestern show, some 
from as far as the Canal Zone. 
And “everyone came to buy,” 
said a show official. There was 
little concern about price hikes. 


DALLAS—Buyers from Arizona 
to Alabama and from the Canal Zone 
to Kansas City converged on Dallas 
for the Fall Shoe Fair sponsored by 
the Southwestern Shoe Travelers’ 
Association. 

Numbering an estimated 2000, 
buyers chose their fall shoes from 
nore than 650 displays in 400 dis- 
play rooms. And they did come to 
buy. 

Some display rooms were crowded 
to the point that prospective buyers 
were forced to stand in lines in hall- 
ways and wait their turns to get at 
the merchandise. Much of the almost 
frantic wave of buying by these re- 
tailers in the Southwest is the result 
of dynamic progress and large in- 
creases in retail sales which swept 
the area during early spring. 

Several buyers said their stocks 
had been exhausted long before the 
spring season had come to a climax. 
“We are not going to get caught 
short this fall as we were in the 
spring,” said one. 

Paul B. Schroeder, secretary-man- 
ager of the Southwestern Travelers, 
said this 43d show was by far the 
greatest shoe show he had ever wit- 
nessed for the association. 

“This was definitely a buying show 
and everyone came to buy, buy and 
buy,” he declared. 


Imports Draw Attention 


One of the points of interest of 
the show came when the latest styles 
trom the Continent were displayed 
by representatives from French and 
Swedish manufacturers. 

Displays were split into several 
general categories and distributed 
between three of the largest hotels 
in the downtown Dallas area. These 
hotels were transformed into huge 
shoe centers with every sign point- 
ing the direction to new styles and 
fall fashions. 

Much talk was passed back and 


forth about the rising costs of shoes. 
The general consensus was that ris- 
ing prices posed no threat to a boom- 
ing fall. Customers conscious of 
style and quality were demanding 
more of these two features in shoes 
and asking less about prices. The 
buying during the show seemed to 
indicate that rising prices would 
have no effect on any future trends 
in retail shoe merchandising. 

Among some of the leading style 
points discussed by the retailers 
present at the show was the contin- 
uing popularity of the pointed toe in 
women’s shoes and trends toward the 
lighter-weight thin sole on men’s 
shoes. Most retailers dealing in chil- 
dren’s lines agreed that the most im- 
portant trend in recent years and 
especially in the last year was “‘fit- 
conscious parents.” 


Minimizes ‘Price Talk’ 

One major retailer present at the 
show said it had been over a year 
since any real talk about prices was 
heard on his sales floors: 

“They (the customers) come in 
with the intention of buying shoes. 

t only takes the right size and up- 
to-date styling to sell. In order to 
catch every customer it is necessary 
to have the stock for them. They 
will buy without question if the shoe 
is what they are looking for.” 

The Southwestern show was not 
all work. Some 1100 sales represen- 
tatives and buyers gathered for the 
travelers’ association’s annual dinner 
dance. 

The Dallas shoe fair was counted 
as the largest in the association’s 
history. It lasted five days, and at 
the close of the fair buyers were still 
trying to get last-minute orders 
placed for fall business. 


Learners to Get 5¢ More 


WASHINGTON, D. C.—Some shoe 
wage costs are going up again. The 
U. S. Labor Department has told 
shoe manufacturers to start paying 
learners five cents more per hour, 
beginning June 22. Existing rates 
for learners are 87 and 93 cents 
per hour. These will change to 92 
and 98 cents per hour. 


Orders on 1957 Levels 
At Grand Rapids Show 


GRAND RAPIDS, MICH.—Buy- 
ing on the whole was heavier than a 
vear ago, and on a level with 1957 
figures, at the Western Michigan 
Shoe Fair sponsored here May 19-21 
by the Michigan Shoe Travelers’ 
Club. 

This is a regional show held only 
for the convenience of some 300 
buyers in the western part of the 
state. 

The increased buying was due in 
part to anticipation of further price 
increases. For the most part, such 
purchases were limited to the larger 
stores who had the money to go 
ahead. Smaller dealers confined their 
buying to immediate needs which 
proved heavier than last year. 

Already-existing price increases 
had little or no effect on this show. 
Resistance was absent, for everyone 
came to the show expecting higher 
prices and retailers indicated they 
would pass on the advances to the 
buying public. They looked for bet- 
ter fall business than in 1958 in 
spite of the increases in prices. 

A few customers have dropped 
lines to keep within their retail price 
range, picking up other lines to re- 
place these in the same bracket. This 
situation was the exception, however. 

Greatest increases noted were in 
men’s lines. 

A small amount of fill-in buying 
was recorded, but such sales were in 
the minority. Because of early heavy 
selling of straws, some buyers were 
left with no merchandise. 


Black Leads for Women 

At the show, black calf followed 
by black suede led the women’s shoe 
field in popularity. Deldi suedes in 
pale face colors with pigskins and 
vicunas were still in demand. Red 
held up well in both suedes and calf, 
and alligator was evident. 

The spectator in a more pointed 
toe sold well, as it did in spring. All 
indications pointed to a repetition of 
the spring sales percentages, with 
needle toe gaining 90 per cent and 
rapier toe only 10 per cent. 

Opera pumps with fancy attach- 
able bows were in demand. And in 
the dress shoe lines, heels of 23/8 
and 17/8 were the most popular. 

The regular casual lines sold as 
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April Output: 55.8 Million 


Pairs, a 20 Pct. Increase 


WASHINGTON, D. C.—Foot- 
wear production in April totaled 
55.8 million pairs, 20 per cent 
above the 46.4 million pairs pro- 
duced in April, 1958, according to 
the U. S. Census Bureau. However, 
the April total is 3 per cent below 
the 57.5 million pairs manufac- 
tured in record-breaking March, 
1959. 

Production of men’s dress shoes 
and play shoes accounted for 29 
million pairs in April, down 2 per 
cent from the 8 million pairs pro- 
duced in March, 1959, but 24 per 
cent above the 6.4 million pairs 
manufactured in April, 1958. 

Women’s dress and work shoe 
production totaled 16.2 million 
pairs in April, a drop of 5 per cent 
from March, 1959, but 25 per cent 
above the total for April, 1958. 

Footwear in other categories was 
3 per cent below the March, 1959, 
total but 17 per cent higher than in 
April, 1958. 





usual for women, with open casuals 
on the increase. Glove leathers 
proved more popular than novelty 
leathers. Desert boots were much 
in demand in the sport picture for 
women, with wild oat suede running 
out front. More high styling in cas- 
ual footwear was noticeable, and de- 
mand for this showed a real awak- 
ening. 

In men’s shoes the trend was to- 
ward the darker browns. Sales were 
running 60 per cent brown to 40 per 
cent black. An increase was shown 
in heavy grains, and waxed calf was 
strong. The moccasin-type pattern 
was high in demand. 

New surface interest and higher 
styling for men brought forth satis- 
factory comment, and again desert 
boots rang up sales, 

In growing girls’ shoes, the little 
French and Queen Anne heels and 
elastic lacefronts sold well. Saddle 
oxfords were in demand for fill-ins 
and flat step-ins sold well. Ripple 
Soles were better than ever in ties 
and oxfords. As for color, black 
leather and black suede led the field 
with reds and browns following. 

Boys’ shoes with swirl and puff 
stitch, following the trend in men’s 
shoes, solid well. Black held for boys 
with brown second. 
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Higher Prices Accepted at Boston 


The 650 retailers at the Parker 
House show did little shopping 
around for specific prices. With 
200 lines to pick from, they 
placed orders running about 10 
per cent ahead of last year. 


By OWEN THOMAS 


BOSTON — Orders averaging 10 
per cent more than at this time last 
year were placed by approximately 
650 retailers who attended this 
year’s Fall Shoe Show sponsored by 
the Boston Shoe Travelers’ Associa- 
tion. 

More than 150 manufacturers ex- 
hibited 200 lines on seven floors of 
the Parker House from May 17 to 20. 

A reassuring note was the general 
acceptance of the new and higher 
price levels on all footwear items. 
There was little shopping around in 
attempts to find merchandise which 
could be sold profitably at prices 
which prevailed last year. 

While fully 75 per cent of the 
business written was for early fall 
shoes, manufacturers reported that 
there was also a considerable volume 
of fill-in business on spring and sum- 
mer styles. 


Whites Sell Well 

Whites were much in demand by 
stores in southern New England, 
where the white season got off to 
a fast start somewhat earlier than 
usual. 

Salesmen reported that their firms 
were covered on their leather re- 
quirements until late in June, at 
least. They felt it unwise, however, 
to accept orders calling for delivery 
much later than July 1. 

They pointed out that, while 
leather is currently selling a few 
cents per foot below the peak 
reached in April, there is no real as- 
surance that prices will not start 
climbing again. But they also felt 
that any increase which may come 
in the near future will be minor 
compared with those which entered 
the picture earlier this year, and 
will not greatly affect retail prices. 

Retailers agreed with this point of 
view and ordered shoes in sufficient 


quantities to carry them through to 
the start of the second fall run, 
about August 1. 


Bone Is Popular 

Types of women’s shoes wanted by 
these retailers included both dress 
and casual styles. Fill-in orders for 
the latter included many of the 
lighter colors already selling well. 
Kone seemed to be far in the lead. 
Dress and casual shoes for early fall 
wear were good in black suede and 
in some of the newer browns. Pumps 
and ties were the favored patterns 
in dress and street shoes. 

Saddles and barefoot sandal types 
were wanted for quick delivery by 
children’s shoe retailers; and there 
was also a consistent call for the 
more conventional oxfords which 
normally do not sell before the back- 
to-school promotions early in the 
fall. 

Slip-ons for casual wear and heav- 
ier oxford types for street made up 
the volume in men’s shoe 
These orders, were somewhat 
larger than those placed at last 
year’s show, although the increase 


sales. 
too, 


was not as great as was the case in 
women’s shoes. 

This, the most successful Parker 
House show in several seasons, ended 
with a banquet and entertainment 
for retailers in the Roof Ballroom of 
the hotel. 


Irving Tanning Co. Volume Up 
81% for First Four Months 
BOSTON—lIncreases of 614% per 
cent in footage sales and 81 per cent 
in dollar sales were reported by Irv- 
ing Tanning Company for the first 
four months of this year, in compari- 
son with the same period of 1958. 
Meyer Kirstein, president of Irv- 
ing, said the company and its affili- 
ates have been working at capacity 
“even during periods when some tan- 
ners have had to reduce their work 
forces and still others have gone out 
of business.” The affiliated firms are 
the Hunt-Rankin Leather Company, 
the Hartland Tanning Company and 
the Pine Tree Tanning Company. 
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Canada to Join Factory Conference 


Future sessions in Cincinnati will 
be co-sponsored by Canadian 
shoe manufacturers. They ac- 
cepted NSMA’s invitation while 
they were holding a Management 
Conference of their own. 


MONTREAL — The annual Fac- 
tory Management Conference of 
U.S. shoe manufacturers will become 
a two-nation project starting in May, 
1960. 

Directors of the Shoe Manufac- 
turers’ Association of Canada have 
accepted the National Shoe Manu- 
facturers Association’s invitation to 
join in sponsoring and operating the 
Cincinnati conference. 

Consequently, next year’s event, 
scheduled for May 13-16, will be 
known as the North American Shoe 
Factory Management and Machinery 
Show. Representatives of across-the- 
border companies will join in both 
the meetings and exhibits. 

Delivering NSMA’s invitation was 
Charles Slosberg, treasurer of Green 
Shoe Manufacturing Company, Bos- 
ton, and chairman of NSMA’s tech- 
nical committee. He addressed the 
first separate Management Confer- 
ence of Canadian shoe manufactur- 
ers, held in Montreal May 14. 





Fleming-Joffe, Ltd., Leather 
Firm Bought by Morris Joffe 


NEW YORK—The leather firm of 
Fleming-Joffe, Ltd., has been bought 
by its president, Morris Joffe, from 
the family of D. B. Fleming. Mr. 
Joffe helped found and develop the 
26-year-old business, which deals al- 
most exclusively in reptiles. 

The name of the company will be 
retained, a spokesman said. He noted 
that the business is undergoing an 
expansion, with the tanning of goat- 
skins and cow leather entering 
strongly into the company’s fashion 
picture. 

Mr. Joffe came to America from 
Russia when he was 16. At an early 
age he envisioned a luxury leather 
business. His career with the reptile 
leather firm has involved such duties 
as buying cobras from India, lizards 
from Brazil and alligators from Af- 
rica. 
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Accepting the proposal was C. R. 
Kidner, vice-president of Savage 
Shoes Ltd., and second vice-president 
of the Shoe Manufacturers’ Associa- 
tion of Canada. Representatives of 
the Canadian group are expected to 
be named shortly for the U. S. Fac- 
tory Management Conference Com- 
mittee. 


Separate Sessions Possible 

Although the Canadian organiza- 
tion may c-nduct technical sessions 
of its own in the future, it has been 
decided these will not be along the 
lines of the Cincinnati conference, 
with exhibitors. 

A spokesman said sessions may 
possibly be held in Canada follow- 
ing the Cincinnati conference to 
bring reports on developments, ma- 
chinery and supplies to members un- 
able to attend, including French- 
speaking manufacturers for whom 
language would be a barrier. 

At last month’s Montreal confer- 
ence, Charles Slosberg’s address ex- 
plored the shoe industry’s problems 
of technology. 

“IT guess it is no secret to anyone,” 
he remarked, “that our technology 
has advanced at a slower rate than 
that of the automobile or chemical 
industries.” He said the average shoe 
factory contains none of the “compli- 
cated and costly machines such as 
the public visualizes in modern fac- 
tories today.” 

Except for a handful of large or 
otherwise successful firms, Mr. Slos- 
berg said, the industry has not in- 
vested in research and machinery 
development. This work has been left 
to the machinery companies. 

Mr. Slosberg said there is a “cry- 
ing need for greater technical prog- 
ress than we have achieved in the 
past.” He pointed out, “Our frozen 
shoe price levels alone will force us 
to find ways to get greater productiv- 
ity and lower our costs.” 

Mr. Slosberg expressed the feeling 
that the annual Factory Manage- 
ment Conferences have provided U. S. 
manufacturers with a “working sub- 
stitute for an industry research and 
development laboratory.” They have 
stimulated interest in new, improved 
machinery, he said, and encouraged 
the exchange of views between foot- 


wear producers and machinery com- 
panies. 

Another major speaker at the one- 
day Montreal session was C. K. Herz, 
managing director of Bata Shoe 
Company of Canada, Ltd. Stressing 
the importance of factory confer- 
ences, he said the need for deeper 
technical knowledge about this in- 
dustry has never been greater than 
now. 

Mr. Herz said Canadian manufac- 
turers face a “constant rise in pro- 
duction costs,” some of which will 
have to be passed on to the consumer 
but part of which may be absorbed 
through greater productivity. An- 
other problem is growing imports, 
particularly from Japan and the Iron 
Curtain countries. 

There is room in the Canadian 
shoe industry, he indicated, for new 
materials and for automation. He 
suggested that Canada and the U. S. 
join forces in establishing a research 
body like one in Great Britain which 
evaluates materials, machine output 
and production methods and carries 
out wear and fitting tests. 

Another speaker, Robert E. Jack- 
son, manager of the machinery de- 
velopment department of United 
Shoe Machinery Corporation, dis- 
cussed the geometrically graded last 
and its potential effect on shoe ma- 
chinery technology. He also spoke of 
the development of an_ injection 
molding process for forming and at- 
taching soles on conventionally lasted 
shoes, and he summarized work being 
done in high-pressure vulcanizing. 


Conservative Buying Marks 


Los Angeles Fall Showing 
(CONTINUED FROM PAGE 21) 


and 25 per cent devoted to novelties. 
Southern California does not take 
too quickly to extreme styles. 

As a result of a survey taken by 
the sponsoring West Coast Shoe 
Travelers’ Associates a few months 
ago, it was decided to dispense with 
all social functions except for a buf- 
fet luncheon Monday and Tuesday. 

The change in format of the show 
brought about mixed feelings. There 
were some who missed the gather- 
ings and thought the new policy 
kept them from seeing the partici- 
pants as a group. Others liked the 
crisp, businesslike feeling of the 
show. The consensus of opinion will 
be checked by a possible future 
questionnaire to be sent out. 
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3 Styles to Bow Out: 
‘Chukka’-Type Utility 
Shoe Adopted by Navy 


WASHINGTON, D. C.—An ankle- 
high, chukka-style shoe has been 
adopted by the Navy for utility wear. 
The new fleet shoe is expected to re- 
place three different types of foot- 
wear now in Navy use. 

The Navy’s Bureau of Supplies 
and Accounts said the shoe is resis- 
tant to oil, water and wear and “com- 
bines some of the most radical ad- 
vances in recent years in footwear 
material and construction.” 

Although it is designed primarily 
for work rather than dress wear, the 
new fleet shoe has silicone-treated 
upper leather which is said to take 
a brilliant shine. The non-marking 
heels and soles, made of specially 
compounded synthetic rubber, are 
reported highly abrasive - resistant 
even on the sanded flight decks of 
modern aircraft carriers. 

Permanently shaped shoe counters 
are of molded polyethylene to with- 
stand repeated wetting and drying. 
To insure a watertight joining of 
the soles to the uppers at inseam 
stitching, vinyl welting and plastic 
sealant are used. 

The new utility shoe was devel- 
oped by the Clothing and Textile 
Division of the Naval Supply Re- 
search and Development Facility, 
Brooklyn, with the cooperation of 
the National Bureau of Standards 
and the leather, shoe and allied chem- 
ical industries. Two years were 
spent in development and evaluation, 
the Navy said. Naval personnel 
tested the shoes both ashore and 
afloat. 

The new shoes will be available in 
some sizes within a year as stocks 
of old types run out. Although they 
are expected to cost about $1 more 
per pair, the U. S. is expected to 
save over $200,000 annually by con- 
solidating Navy footwear invento- 
ries. 


Dryer Resigns from I. Miller 

NEW YORK — Benjamin Dryer, 
who has been merchandise man- 
ager of the I. Miller retail chain of 
salons since 1954, has resigned. 
Miss Grace Hill, president of I. 
Miller Salons, Inc., said no succes- 
sor has been named. Mr. Dryer has 
not announced his plans. 
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Administration Rejects $1.25 Minimum: 


Wage Controls Urged for Larger Retailers 


WASHINGTON, D. C.—-The Eis- 
enhower Administration asks the 
Congress to increase retail wages by 
imposing federal regulations over all 
stores who annually buy $1 million 
or more (cost of merchandise) and 
who employ 100 or more persons. 

The effect of the proposal would 
be to increase wages of about 2,500,- 
000 workers in retailing, the service 
trades, transportation and construc- 
tion. 

Labor Secretary James P. Mitch- 
ell, who presented the Administra- 
tion proposal to the Congress on 
May 19, opposed plans to increase 
the existing $1l-per-hour minimum 
wage. The history of such increases 
in the past, he said, is that small 
stores are driven out of business by 
the enforced higher costs, thereby 
wiping out many jobs. 

Mr. Mitchell’s testimony on the 
extension of wage standards was 
presented to a Senate Labor Sub- 
committee headed by Sen. John F. 
Kennedy, Massachusetts Democrat. 

Mr. Kennedy is the author of a 
bill (S. 1046) to increase wages in 
three different ways: by lifting 
the minimum wage from $1 to $1.25 


per hour; by extending federal wage 
controls to 7.8 million more workers, 
and making the $1.25 minimum ap- 
ply to them, and by making the 40- 
hour workweek apply to the 7.8 mil- 
lion newly-covered workers. Mr. 
Kennedy is critical of all other plans 
for increasing wages, including 
those submitted by the Administra- 
tion. 

The Administration stoutly op- 
poses any increase in the $1 per 
hour minimum wage. 

“The risk of curtailing employ- 
ment through an increase in the 
minimum wage now would appear to 
be significantly greater than in 
1956-57,” Mr. Mitchell testified. “I 
recommend against taking that risk. 
While it certainly is desirable to 
continue a review of the minimum 
wage from the economic standpoint 
and from the standpoint of its effect 
on people receiving low wages, I 
think it is premature to increase the 
minimum at this time. 

“I believe that we should concen- 
trate at this time upon meeting the 
urgent need for more extended pro- 
tection without seeking a further in- 
crease in the minimum wage.” 





De Falco Sells Poughkeepsie 
Store to Former Associates 


POUGHKEEPSIE, N. Y. — An- 
thony J. Le Falee and Andrew Bi- 
vona have purchased the Paul De 
Falco Shoes store here and will op- 
erate the business as a partnership. 

Mr. De Falco sold out recently to 
assume the position of vice-president 
in charge of sales for the R. J. Pot- 
vin Shoe Company, Brockton, Mass. 

Mr. Le Falce started in shoe busi- 
ness 12 years ago with the De Falco 
store in Poughkeepsie. He later 
managed a De Falco branch store in 
Newburgh, N. Y., then another in 
Kingston, N. Y. Mr. Le Falce is also 
well known for his musical activi- 
ties. He heads his own orchestra, 
which includes six of his brothers. 
He has made numerous recordings 
and has appeared on national TV 
programs. 

Mr. Bivona has also been asso- 
ciated with the De Falco shoe stores 


A. J. Le FALCE ANDREW BIVONA 


for several years, and has recently 
been assistant manager of the 
Poughkeepsie store. He is well known 
in the Poughkeepsie area as an ex- 
pert shoe fitter with specialized 
knowledge of prescription footwear. 

The partners plan to operate the 
store with no major changes in type 
of merchandise or general policies 
for the time being. However, an ex- 
pansion program is planned for the 
near future. 
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New Records in Prospect? 


Shoe Fair Officials See 1960 as Boom Year 


CHICAGO—Officials of the annual 
National Shoe Fair, who are now 
mapping plans for this year’s show- 
ing, look to 1960 as a boom year 
economically, and potentially a year 
of new records for the shoe industry. 

As the theme of the ’59 Shoe Fair, 
Cctober 25 to 29 in Chicago, they 
have chosen “1960—Gateway to a 
New Shoe Era.” If per-capita shoe 
consumption and the shoeman’s 
share of the consumer dollar rise 
even slightly, new peaks in total 
shoe production and retail shoe sales 
will result, they say. 

Clovis Saunders, chairman of the 
National Shoe Fair Committee, said 
the fair is being promoted as a 
“launching site” for the industry’s 
best year in history. In preparation, 
the Shoe Fair Committee, composed 
of 30 leading names in shoe manu- 
facturing and retailing, has pre- 
pared an extensive report on the 
business outlook. 

Some of the highlights seen for 
1960 are: gross national product 
vver $500 billion; median U. S. pop- 
ulation of 181 million; and average 
aon-farm family income approach- 
ing $7730. National income of over 
$400 billion is predicted, with con- 
sumer spending of $330 billion and 
retail sales of $230 billion. 

“Virtually every one of these rep- 
resents an all-time high in the Amer- 
ican economy,” the committee point- 
ed out. “While 1959 will set new 
peaks, many economists see this 
year primarily as a ‘warmup’ for 
the big pitch in 1960.” 


Two Alternatives Seen 


The Shoe Fair Committee said 
next year offers this industry the 
of accepting its “normal” 
share of the anticipated boom, or 
striving for its “deserved greater 
share by aggressive selling, imagina- 
tive styling and creative merchandis- 
ing.” The difference between the 
two alternatives can amount to as 
much as $600 million in sales, the 
report claimed. 

The shoe industry’s “normal” out- 
look for 1960, the committee said, 


choice 
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will involve estimated minimum shoe 
production of 620 million pairs; re- 
tail unit sales of at least 650 million 
pairs, including imports; and retail 
shoe sales of $4 billion minimum 
(exclusive of an additional $300 mil- 
lion in rubber and plastic foot- 
wear). 

“What can be done by the industry 
in 1960 is an even more promising 
picture,” said Committee Chairman 
Saunders. The industry’s share of 
the consumer’s dollar is down to 1.2 
per cent, he said. If this is in- 
creased to 1.4 per cent, retail shoe 
sales would increase from an antici- 
pated $4 billion to $4.6 billion. With 
rubber and other footwear sales in- 
cluded, the figure could reach nearly 
$5 billion. 

Production of more than 636 mil- 
lion pairs next year is “not unrealis- 
tic,’ the committee added. This 
would be possible if per-capita out- 
put were lifted from an expected 
3.35 pairs in 1959 to 3.5 pairs. 


‘Operating Below Potentials’ 


“It is obvious that we are oper- 
ating appreciably below the sales 
potentials facing us,” Mr. Saunders 
said. 

The Shoe Fair Committee fore- 
cast, too, that 1960 will bring in- 
tense competition among retailers as 
they seek to exploit their opportuni- 
ties. 

“The sit-at-home and business-as- 
usual shoemen will lose important 
ground,” the committee warned. It 
urged that “grass-roots retailers” 
shake off their hometown isolation 
and take a closer look at shoe busi- 
ness developments and trends from 
a national standpoint. 

Samuel L. Slosberg, president of 
Green Shoe Manufacturing Com- 
pany, Boston, and a member of the 
Shoe Fair Committee, reiterated the 
advice that shoemen keep alert. 

“We can expect 1960 to be the 
spendingest shoe year in history,” 
he said. “But not all shoe merchants 
will share in this bonanza. The gains 
will go to those who remain in close 
touch with new developments.” 


Increases No Surprise 
To Oklahoma Buyers 


OKLAHOMA CITY, OKLA.— 
Most of the buyers who flocked to 
the Mid-Continent Shoe Travelers’ 
21st annual Fall Shoe Show came 
forewarned about the rise in shoe 
prices. They knew about the short 
leather situation from stories in 
newspapers and trade journals. 

Too, living in Oklahoma, where 
cattle raising is a basic industry, 
they understand the underlying 
causes—knowing that during sev- 
eral years of drought many herds 
were sold off or greatly depleted 
because of the dearth of feed and 
water. And they know that last 
year’s good rains and resulting 
good crops encouraged stockmen to 
rebuild their herds by withholding 
animals from the market, thus con- 
tributing to a shortage of available 
leather supplies. 

At any rate, most dealers took 
the price rise in stride and bought 
their regular lines. Comments over- 
heard indicated that the dealers 
expect consumers, already more or 
less conditioned to a general up- 
trend in prices of many commodi- 
ties, to buy the shoes they need and 
want regardless of a dollar-or-so- 
higher price. 

Most retailers indicated they ex- 
pected to pass on the increases to 
their customers and will try to up- 
grade sales. “What else can you 





New Firm, Restep, to Make 
Line of Women’s Casuals 


NEW YORK—A new firm called 
Restep Shoe Corporation has been 
organized to manufacture women’s 
casual and walking-type shoes re- 
tailing at $11.95 to $12.95. It is a 
subsidiary of M. Beckerman & Sons, 
Ine. 

With a 35,000-square-foot plant in 
Reading, Pa., the firm hopes to reach 
a daily output of 3600 pairs within 
a few months. All shoes will be car- 
ried in stock. 

Max Beckerman is president of 
Restep and Eugene Beerman is trea- 
surer. Members of the comporation 
also include Gerson Myers and Len 
Preston, both formerly with Hey- 
days Shoe Company, and Louis 
Beckerman. General offices will be 
at 184 Fifth Ave., New York. 
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do?” they say. However, one ex- 
hibitor whose lines carry only mi- 
nor increases of 10 cents and 15 
cents, said some of his dealers may 
absorb the increases_ providing 
their margin at present prices 
permits. 

E. J. Eichhorn, secretary-trea- 
surer of the Mid-Continent Travel- 
ers, noted that traffic was “better 
than last year.” Some buyers pos- 
sibly were hedging against a fur- 
ther increase with fill-in orders, but 
there was no evidence of excess or- 
ders on this account. Said Mr. Eich- 
horn: “We had more lines exhibited 
than last year, and more buyers, 
and everybody seems happy with 
results.” 

In colors, black was still the 
leader in all categories, with a 
greater demand than last year for 
the brown browns or coffee bean 
shades. Reddish browns were not 
moving. Light beige, red, grays and 
greens sold in some quantity. 

One salesman who, to the amaze- 
ment of not a few, paraded around 
in pointed, blue suede shoes, re- 
ported that most of his customers 
were including that number in their 
orders, in both blue and red. 


Chukka Types Popular 


The show saw a pickup in casual 
wedgies. Chukka and _ boot-type 
shoes were proving amazingly pop- 
ular in all classes. Pointed toes 
were a must, though there was less 
demand for extreme needle-points. 
The Italian influence was _ high. 
More Queen Anne heels, more Con- 
tinental heels, more Baby Louis 
heels were selling—and stacked 
leather heels were remarkably 
good, along with worlds of flats. 
Fall deliveries on early orders will 
start in June. 

In boots, the trend was still to 
the higher tops. In_ sport-type 
shoes, some pastel shades were sold 
for fall. 

In men’s shoes, basic styles were 
slow; pointed shoes and “style 
shoes” were in greater demand. 
Swirl and center seam styles were 
considered good and the wing-tip 
was a No. 1 seller. Slip-ons and 
chukkas were in big demand among 
high schoolers and young men. 

Pressed alligator drew interest as 
did baseball side-stitching. Flat- 
top loafers were good. Grain types 
of leather were not selling. 
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U. S. Shoe and Leather 


In 


dustry’s Moscow Showcase 


This is artist's conception of 4000-cubic-foot U. $. shoe and leather exhibit at 
American National Exhibition in Moscow this summer. Planned by Leather Indus- 
tries of America, the 20-foot-high exhibit includes six towers lin foreground) and 
“ferris wheel" behind with 500 pairs of shoes plus large hides mounted on it. 
On other side of wheel are over 100 hides and skins forming a “leather arena.” 
Hung on walls or suspended from ceiling are other leather products. Russian- 


language signs read (top left) 


“Leather in America" and (lower right) ‘These 


are the shoes in which America walks." Some 5 million persons are expected to 
see exhibit, which opens July 25. 





45 Lines Draw ‘Fair’ Traffic at New Mid-Atlantic Show 


PHILADELPHIA — Traffic was 
only fair at an entirely new Mid- 
Atlantic show held here at Hotel 
Benjamin Franklin, May 10-12. 

The show was the first in a new 
series of spring and fall shows de- 
signed to capitalize on the spring 
and fall buying habits of shoe re- 
tailers. Conducting the show was 
M.A.S.T.A., a new group formed 
solely among travelers and spon- 
sored by the Middle Atlantic Shoe 
Travelers’ Association. 

Faced with reeducating retailers 
and buyers to the new show, the 
MASTA-men found traffic reason- 
ably good on Sunday but slow on 
Monday and Tuesday. Over 45 lines 
were shown. 

Among popular shoes at the show 
were the following: a boy’s boot in 
gray, brown, or neutral brushed 
leather with plain toe, and lined in 
colorful fleece; a five-eyelet straight 
tip blucher with California welt 
seam with antique stain in smooth 
red-brown leather; a four-eyelet 


moc front blucher with closing seam 
at the toe, also in red-brown. 

Also popular: a chukka boot with 
streamlined top and _ functional 
strap, with heavy buckle, plain toe, 
and close edging done in_ soft 
grained leather; a two-eyelet boot 
with black laces and black inked 
edging, smooth cordovan leather 
and stitch and turn welted moc 
front. 

A feature in brushed leather and 
suede types—of particular interest 
because of their current volume—is 
a new protective chemical treat- 
ment tanned into the leather. It pro- 
vides a velvety look which is re- 
storable throughout the life of the 
shoe by the application of a stiff 
brush or even sandpaper. 

The treatment does make possible 
a neater, more handsome appear- 
ance on the foot. No doubt this will 
be capitalized on except where 
scuffed and soiled brushed leathers 
are a local style requirement. 
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NSMA’s Accounting Clinic Attracts 175 


NEW YORK — Some 175 execu- 
tives, controllers and treasurers of 
the top U. S. shoe producers, as well 
as the medium and small concerns, 
attended the annual Accounting and 
Office Management Clinic of the Na- 
tional Shoe Manufacturers Associa- 
tion, at the Statler Hotel, May 21-22. 

Purpose of the two-day clinic was 
to develop and promote use of bet- 


ROBERT C. ERB B. H. SEMLER 


ter accounting methods and proce- 
dures in the shoe industry through 
an exchange of information among 
the top accounting people. 

Included in the clinic were general 
sessions as well as seminars on such 
subjects as organization and admin- 
istration of the accounting function; 
hide machine demonstra- 
tions; taxation interstate 


prices ; 


of 


state 


ALLAN MOGENSEN HAROLD R. GIBLIN 


commerce; cost accounting funda- 
mentals; profit planning; return on 
investment; electronics; standard 
costs; office management and work 
simplification. 

Accounting needs, from manage- 
ment’s point of view, were presented 
by Robert C. Erb, president of Mel- 
ville Shoe Corporation. He empha- 
sized, “The accounting department 
can and should furnish the manage- 
ment team with whatever reports or 
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information may be required and 
helpful for them to do their jobs. 

“Don’t get fancy,” Mr. Erb ad- 
vised. “Stay as ‘shirt-sleeve’ as you 
can and still satisfy the require- 
ments of your company.” 

Appearing on the program with 
Mr. Erb was Ernest Freeman, vice- 
president and treasurer of Viner 
Brothers, Inc. He discussed the need 
of organization and defining the 
function of each job, together with 
the delegation of responsibility. 

B. H. Semler, chairman of NSMA’s 
accounting committee and vice-presi- 
dent of Freeman Shoe Corporation, 
talked about the development of 
the accounting function and its sig- 
nificance as the tool of management. 
He indicated that other important 
tools included ‘‘the development of 
more dynamic cost accounting and 
its significance as an aid to produc- 
tion managers; the need for a close, 
working relationship between cost 
accounting people and factory; the 
importance of reporting—taking the 
material out of the record and mak- 
ing it available to management, sim- 
plifying the report, making it more 
selective and more complete.” 

Dr. Harry L. Hansen, professor 
at Harvard Business School, high- 
lighted capsules from his forth- 
coming book, based on _ research, 
interviews and contact with top man- 
agement among shoe manufacturing 
companies throughout the U. S. dur- 
ing the past two years. He pointed 
out the real need in the shoe industry 
for marketing research to increase 
consumption; to give people what 


Higher Prices ‘Inevitable’ 


For Rubber, Canvas Shoes 


LIKE leather shoes, rubber and 
canvas footwear is due for price in- 
creases. One industry spokesman 
said higher prices are “inevitable” 
at the retail level. 

Just as in the case of leather 
shoes, higher raw material costs are 
largely responsible. Spokesmen for 
major rubber firms said the price 
of that commodity has risen in one 
year from 25 cents to 37 cents. Fab- 
rics have gone up 4 per cent since 
January 1, and the trend remains 
upward. No signs of weakness are 
seen in the prices quoted by mate- 
rials’ suppliers. 

Increased labor costs also ac- 
count in part for the threat of 
higher rubber footwear prices. One 
firm said such costs have risen 
about 4 per cent in the last 10 
months, 





they want rather than what the man- 
ufacturer thinks they want; to work 
out locations; and to work with re- 
tailers and distributors. 

Allan Mogensen, authority on work 
simplification, in office and factory, 
spoke at the second day’s session. He 
indicated, “In work simplification 
there are five basic principles to be 
followed: Pick the job you want to 
improve; get the facts; challenge 
every detail by asking ‘why’; develop 
improved methods; and put the plan 
into effect.” 

“Usually,” he said, “personnel is 
told what to do and how to do it. At- 
tempts should be made to ‘sell’... 
through selling you get cooperation.” 

Harold R. Giblin is NSMA’s direc- 
tor of accounting and office manage- 
ment. 





Buyers at Pittsburgh Show Resentment of Higher Prices 
(CONTINUED FROM PAGE 21) 
in this tri-state area leaned toward 


the single needle toe rather thar 
the extreme model. The exception 
was provided by high-fashion shops. 

Interest was also aroused by a 
dressy sandal type shoe with closed 
toe and open back. Size-up business 
was very good in dyeable shoes and 
clear vinyl types. 

Important in fashion styles was 
the 17/8 heel in the double-needle 
last. The delivery dates for most 
shoes bought at the show varied 
from June 15 to August 1. 


In girls’ and misses’ shoes the ac- 
cent was on oxfords. Black suede and 
black smooth leathers were the lead- 
ers, with nylon velvet close behind. 
The grays were strong while red 
seemed to be declining. 

Swivels and T-straps were good 
in black smooth. Too, black smooth 
was still the leader in boys’ shoes. 
Pillow-effect and swirl vamps were 
strong as were grained plug vamps. 
Three-eyelet ties were in demand, 
and chukka proved a big item. 

On Sunday night, May 17, 600 
guests attended a buffet dinner. 
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KEEP YOUR EYES ON TAYLOR for promotions that spark sales 


THIS ADVERTISEMENT WILL APPEAR IN THE NEW YORKER, OCT. 10. TAYLOR-MADES WILL ALSO BE FEATURED IN OCTOBER ESQUIRE. 


Ler 


WHAT KIND OF MAN WEARS TAYLOR-MADE SHOES? 


You know him at a glance. 
By the way he looks at the world 
and the world looks at him. 
Good taste underlines his confidence — 
the unerring cut of his clothes 
— the custom character of his shoes. 
They’re superlatively Taylor-Made, 
rivalling the custom bootmaker’s art 
in their distinction of last and pattern — 
their elegance of leather. 
“A oR The Imperial, style 2630, is priced 


under Twenty-Five dollars: 


the 


taylor 
made 


shoe 


AT YOUR LOCAL TAYLOR MERCHANT OR WRITE E. E, TAYLOR CORP., DEPT. T-4, FREEPORT, MAINE 





MATCHMAKER LEATHERS IN 
A HARVEST OF COLOR 








PERFECT MATCHING 
FOR FALL FASHION 


Seen now in high fashion shoe lines for Fall °59. Exciting 
Matchmaker Leathers color-mated for positive fashion 
success. Created by Amalco, of course... first in kid- 
skin fashion leathers... and meant for each other in 
the new range of important colors. 


These are Amalco Matchmakers: 
RUFFINI satin-nap suede matched to 
Write today for swatches glazed HI-FI KID 
and Matchmaker color ; EVERKLEEN color-lock suede matched 
listings to Amalco Fashion to NEW DELHI Lustre Kid 
Office, 71 West 35th St., SOFTEE grained kid with RUFFINI or 
New York 1, New York. EVERKLEEN ... HI-FI with EVERKLEEN 
or Newest Matchmaker of them all— 


RUFFINI self-trimmed with reversed grain-side kid 
..-aniline-dye kid completely resistant to water 
spotting. High fashion matchmaking plus new cut- 
ting economy! 


AMALGAMATED LEATHER COMPANIES, INC. * WILMINGTON 99, DELAWARE 
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@ The FTC has finished a preliminary investigation of shoe 
marketing practices and has decided to dig deeper. 


@® Labor reform in Congress not likely to come to 
much this year. It’s either Kennedy slap-on- 
the-wrist bill or no reform at all. 


®@ AFL-CIO George Meany says that government- 
enforeed wage inereases in retailing would 
help the “little storekeeper.”’ 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The Federal Trade Commission has decided to dig deeper into shoe 
marketing practices. Since early this year, the FTC has been investigating 
footwear sales practices in the Kansas City and St. Louis areas. A preliminary 
investigation has been completed. 

The FTC isn’t saying just yet what it learned in its preliminary investi- 
gation, but it does admit that it is now suspicious of “certain marketing prac- 
tices in footwear.” It refuses to say—at this point—just what practices it 
has in mind. 

“We are now seeking additional information,” the FTC recently wrote 
Sen. Richard L. Neuberger (Oregon Democrat). The FTC advised Mr. Neu- 
berger that it will have more to report later (presumably in 60 days or so) 
after government investigators have snooped further into some sales practices 
in footwear. 

It is known that the government investigators have not confined them- 
selves to retail sales claims, but are probing into the entire structure of 
marketing practices in shoes. Factory sales, wholesale sales, and retail 
merchandising (both by chains and independents) are receiving a careful 
study from the FTC investigators. 

The FTC has drawn a veil of secrecy over its investigation. “All we can 
say at this point is that we are seeking more information,” a Commission 
official states. 

We'll have more to report on this later. 


Labor reform heads for oblivion. Despite earnest pleading from Ike and 
Sen. McClellan, D., Ark., for a clean-up bill with guts in it, congressional 
leaders claim the Kennedy reform bill will “do the job.” House members, 
as a result, are faced with taking the Senate-passed Kennedy soft-reform bill 
or no reform at all this year. 

Although it’s too early to call the shots accurately, it’s entirely possible 
that there'll be no labor reform at all. Reason: Chairman Graham Barden, 
D., N. C., of the House Labor Committee, opposes the Kennedy theory of soft 
reform. Barden says privately the nation would be better off to postpone 
reform for another year than to settle for a slap-on-the-wrist gesture. 

This picture distresses union leaders. They were confident as recently as 
February they had enough friends in Congress to obtain “friendly” labor 
reform and to fend off the kind of stiff clean-up advocated by Sen. McClellan. 
But some of labor’s “friends” in Congress have been less than lion-hearted 
in recent weeks. 


Government-enforced wage rises in retailing will bring on a fresh burst 
of inflation, more unemployment, and will sound the death-knell of many 
marginal stores, a Senate subcommittee is told. 

$1046, a bill to impose federal wage-hour regulations on retail workers 
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© The government has spent more than $77,000 
in an attempt to end the Brown-Kinney merger 
and is still trying. 


Report from 


@ Federal departments and agencies have writ- 


WASHINGTON seuclierctaM'totting then op 





and to increase the federal wage minimum from $1 to $1.25 per hour—is 
being studied by a Senate Labor subcommittee headed by Senator John F. 
Kennedy (Massachusetts Democrat). 

Officials of retailing organizations are opposing the bill on the ground 
that it would improperly insinuate the federal government into matters that 
are essentially local in character. Retailing is local in nature, the senators are 
told, and hence any wage regulations should properly be written by state or 
local governing bodies, not by Washington. 

AFL-CIO President George Meany testified at the Senate hearings that 
enforced higher wages would help the nation’s independent merchants, not 
hurt them. Many congressmen have been reluctant to impose federal wage 
rules over independent merchants, fearing that high costs would force them 
out of business. But Mr. Meany says government studies of retail wages show 
that independents pay their help more than chains. 

“Our proposal would help the little storekeeper,” Mr. Meany declared. 

He insisted that any business that can’t afford to pay its help at least 
$1.25 an hour “has no right to exist.” 

In answer to a question from Senator Barry Goldwater (Arizona Repub- 
lican), a Phoenix retailer, as to why the AFL-CIO selected $1.25 per hour as 
its goal, Mr. Meany said he intends to keep nudging the Congress into ordering 
higher minimums from time to time. 


The government has spent more than $77,000 so far to stop the Brown- 
Kinney merger, and the end is not in sight. Trying to force the two firms 
to “unmerge” may well turn out to be one of the costliest antitrust actions 
ever undertaken by the U. S. Justice Department. 

The cost came to light recently in the publication of testimony before a 
House Appropriations subcommittee. The subcommittee is looking into the 
Administration’s requests for operating funds for the fiscal year that starts 
July 1. The Justice Department wants $4.5 million to operate its Antitrust 
Division in the new fiscal year, an increase of $357,000. 

“These complex cases are expensive,” Assistant Attorney General Victor 
Hansen told the subcommittee. “The additional appropriation which the 
Budget Bureau has approved will permit us to hire the additional personnel 
which we feel will be necessary to reduce the increasing number of pending 
investigations and to more effectively and efficiently carry on with the trial 
of our antitrust cases.” 

And Attorney General William P. Rogers told the subcommittee the 
Brown-Kinney decision “will be highly significant in shaping the future of 
antimerger law enforcement.” 


Congressman Porter’s drive for a shoe labeling law remains blocked. 
Mr. Porter recently asked Chairman Harris of the House Commerce Com- 
mittee why hearings on shoe labeling couldn’t be held at an early date. 

Mr. Harris replied the other day that he couldn’t do this because he was 
still waiting for the federal departments and agencies to tell him what they 
think about labeling. 

A check of the departments and agencies shows that their views and 

(CONTINUED ON PAGE 66) 
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JUVENILE COWBOY BOOTS 





gives you all the carefully selected colors 
SPECIAL found in hand-made Western boots — 


VOOUNT now available at popular prices, and .. . 
| | 


no SERVICE CURE All ST VLES 
| oe >> ALWAYS <\« 











—S> IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 


You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy’’. The Q-D line 
offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 


ORDER your Q-D Brand Cowboy Boots now — start selling them now! 


dd P 

ooh FREE 
CONGO! DISPLAY CARD 
gaots 


with all 


a orders 
® Style 1217 


Style 6008 Stovepipe Top 
Genuine Kid Top ‘ Fancy Stitched 


3-color underlay = 2-color underlay 
Also Round, | 
Pointed Toe 


SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN & DELBERT BOOT MFG. CO. MARLBORO, MASS. 


Specialists in the manufacture of fine juvenile boots 


Juvenile COWBOY Boots ... ¢ CHUKKA © WELLINGTON © COMBAT ° ENGINEER Boots 
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LEE —a of MONEY, friend! 
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. —_——~ your way with big 


A PRODUCT OF MENDICOTT JOHNSON 


onnsonian 


GUIDE-STEP 


promotions in ARGOSY ana LIFE 


‘*Experts in good taste”’ says the headline of the big, full-color 

fold-out ad in ARGOSY and the half-page LIFE ad appearing 

before millions of readers this Spring. The scene is a backyard 

barbecue and the “‘experts’”’ are wearing Johnsonian Guide-Steps 
.. your cue to tie-in with a Johnsonian Guide-Step promotion 

of your own. There’s a tempting helping of sales waiting for you 

when you feature these revolutionary shoes that are designed 

to fit the feet in action. If your Endicott Johnson salesman 

hasn’t already called, write today to: 

Endicott Johnson Corporation, Endicott 1, N. Y. 


STOCK THESE FEATURED JOHNSONIAN GUIDE-STEP STYLES: 


ENDICOTT (-f) JOHNSON 
Boned ...a famous family name in shoes 
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Editorial 





Minimum Wage 


“Divide and Conquer” 


URING the past few weeks, the Senate Subcom- 

mittee on Labor has been holding hearings on a 

bill which would make drastic changes in the 
Fair Labor Standards Act of 1938. S. 1046, introduced 
by Senator Kennedy, Democrat of Massachusetts, and six 
other senators, has the objective of bringing under federal 
regulation millions of workers not presently covered by 
that law. The bill would increase, too, the minimum 
wage, raising it from $1.00 to $1.25, and would impose 
a forty hour work week. 

This bill is directed expressly at retailing. Retailing 
enjoyed an exemption in the 1933 Act because it is es- 
sentially a local business, subject to local conditions. When 
President Roosevelt proposed the minimum wage law in 
1937, he stated, “there are many purely local pursuits and 
services which no federal legislation can effectively cover.” 

This certainly is true of retailing. 

Since its enactment 21 years ago, Republican and 
Democratic administrations have made several deter- 
mined attempts to extend the coverage of the Fair Labor 
Standards Act. The present attempt, however, is by far 
the most violent assault. 

Organized labor is strongly behind the bill. 

Retailing is just as strongly united in an all-out effort 
to maintain the status quo. It is determined to resist any 
encroachment by government and any new regulation of 
its business. 

The section of the bill increasing the minimum wage is 
not expected to pass. But extension of coverage of the 
Fair Labor Standards Act to at least part of the uncovered 
areas of industry is expected to become law. 

Secretary of Labor Mitchell favors extending the mini- 
mum wage to retail establishments which buy $1 million 
or more worth of goods annually and which employ 100 
or more persons. Hundreds of thousands of letters have 
been received by Congressmen in recent weeks protesting 
the measure. 

Congressmen are looking closely at certain clauses in the 
bill which are ambiguous. They are afraid that damage 
will be done to their corner store constituents when the 
full intent and consequences of the bill are felt. 

The statements before the Senate subcommittee by 
Labor and Retailing followed a familiar pattern. AFL- 
CIO spokesmen have adopted a “divide-and-conquer” 
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strategy. They insist that the bill is not directed at small 
retailers and applies only to businesses doing a $500,000 
or more gross volume which are engaged in interstate 
commerce. Labor claims that giant retailing operations are 
hiding behind their own victims, smaller, and Mom and 
Pop stores. 

Max Greenberg, president Retail, Wholesale and De- 
partment Store Union, AFL-CIO, told the subcommittee 
that small stores and family operated “Mom and Pop” 
stores were specifically excluded from coverage of the bill. 

“While this is a defect in the bill,” he said, “from the 
standpoint of more than 2,670,000 retail workers em- 
ployed in these small stores, who are as much entitled to 
the protection of the Act as any other workers on the basis 
of considerations of economic need and justice, we are 
prepared to accept the limitations imposed by the bill on 
the basis of satisfying the needs of the majority of retail 
employees.” 

The question arises, “For how long?” 

Eugene B. Sydnor, Jr., retailer and president of South- 
ern Department Stores, Inc., a group of small department 
stores in the South, was among the spokesmen for retail- 
ing. He testified for the Chamber of Commerce of the 
United States. Sydnor put his finger directly on one 
“sleeper” in the bill. It is Section 3, (t) (7), which 
would extend coverage to “employees of any employer 
who has one or more employees engaged in commerce or 
in the production of goods for commerce if the annual 
sales volume of such an enterprise is not less than 
$50,000.” Mom and Pop stores, staffed only by owners, 
spouse, parent or child, are exempt. 

Sydnor noted, “this type of provision, which becomes 
effective upon annual sales of only $50,000, would make 
coverage under S. 1046 much more applicable to small 
business than appears intended elsewhere in the bill.” A 
$50,000 annual volume is well below the national average 
jor shoe stores. 

Even if the measure eventually is rewritten to exclude 
all small stores specifically, its passage must ultimately 
have its serious effects on smaller retailers. The small 
store must compete with the large operations, not only for 
its customers but for its help as well. Shoe retailers have 
ample evidence of this in the competition they receive 

(CONTINUED ON PAGE 71) 
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GREATLY EXPANDED CONSUMER 


PROMOTION CAMPAIGN TOO! 


Because of these additions to the 
Rain Dears line, we anticipate the 
largest increase in volume 

in our history, and have 

formed a consumer advertising 
campaign to match it. More than 
ever vour customers will 

“LOOK AT THE BOX TO BE SURE” 


941 E. Third St. 


LOS ANGELES 


MAdison 5-2531 
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2019 W. Walnut St. 


CHICAGO 


CHesapeake 3-3329 


NEW COLLAR BOOT 
A brand new style, 
plus 2 new miracle 


ngredients - all 


New Collar Boot 
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The magic new insulating 
material that locks out cold! 
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all colors... 
all patterns... 


CERTIFIED QUALITY 


federan 


vinyl plastic fabric 
FEDERAN is 


manufactured 
in every weight, 
color and de- 
signer created 
pattern. 


FEDERAN’s obvious su- 
perior quality and _ its 
certification promotional 
program will greatly in- 
crease your product sales 
and profit. 

Samples, seal and tag 
promotion details, and 
complete price and pro- 
motional information are 
available upon request. 


mmr 
a TEXTRON company 


686 Main Street, Belleville, N. J. 
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ANICC of the 


“People in small towns are as 
sophisticated as people in the larger 
cities. They read the same newspapers 
and magazines; watch the same tele- 
vision. They want the same branded 
merchandise. They want new, bright- 
ly - lighted and modernly equipped 
stores with all the comfortable, colorful 
helps,” says HOWARD D. SILVER- 
MAN, treasurer of Silverman’s Shoes 
in East Greenwich, R. I. 


“Small town shoe stores, if they are 
to be successful,” he continues, “must 
use the same techniques that are the 
stock in trade of the big city stores. 
Customers are always interested in at- 
tractive, seasonal displays both in the 
windows and in the store interior. 

“Our experience has indicated that 
people react favorably to our twelve 
foot shadow boxes, built-in angled 
mirrors, walnut chairs with caned 
backs, spotlighted displays, restful 
store lighting, wall to wall carpeting 
and air conditioning. 

“Using these modern facilities, the 
small town store is in a position to 
attract people to shop in town rather 
than go to the nearby cities.” 

* * * 
“Buying habits change with each pair 
of shoes,” says PHILLIP J. ROLL- 
NICK, manager of Rollnick’s Shoe 
Stores, an independent chain of family 
stores in Denver, Englewood, Boulder 
and Arvada, Colorado—Cheyenne and 
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Rock Springs, Wyoming, and Poca- 
tello, Idaho. “Families,” he continues, 
“the young, growing families, today 
buy shoes when they need them in- 
stead of following the seasonal buying 
patterns of years ago. 

“Teenagers, too, have changed their 
buying habits. From 14 years on up, 
they buy for themselves within a given 
price range. Generally, teenagers are 
given a specific amount of money for 
shoes . . 
let the youngsters go out and select 
and purchase the shoes they want. 
“As for the men—they still buy shoes 
when they can afford them . . . after 
they have the rest of the family shod.” 


* * * 


. the parents stay home and 


The secret code for style-setting 
teen-agers this summer will be “C” 
. according to the National Shoe 
Institute. “‘C’ stands for Color Con- 
trasts,” they say... . “Orange vamp 
shoes with green quarters and a 
stacked heel. Vanilla ice or white kid 
with black patent trim and heels; bril- 
liant polka dot casuals; multi-colored 
metal eyelets on white. 

“*C’ stands for Combinations of 
materials—kid, cotton or linen with 
patent trim; ghillies in brushed leath- 
er and smooth, in turquoise, green, 
beige, gold. 

““C’ stands for Contours 
squared off toes in sports and casuals 
—sometimes with squared heels to 
match; pointed toes on flats and curled 
up toes like Turkish slippers. Heels 
will follow the Queen Anne shape in 
all heights from 5/8 to 8/8 and 12/8. 

“*C” stands for Cut-outs. .. . 

““C? stands for Cuffs and Cummer- 
bunds for Contrasting Color or ma- 
terial. 


BOOT anv SHOE 
RECORDER 


“*C’ stands for Calico . . . for Can- 
vas beach boots. 

““C’ stands for Climate . . . the 
lightest, gayest waterproofed skim- 
mer types.” 

* * * 

Don’t forget FATHER’S DAY—June 
21st. It’s an excellent opportunity for 
extra pairage and extra promotions of 
Shoes for Dad. 

The Canadian Shoe Information Bu- 
reau has put the emphasis on men’s 
shoes in general and golf shoes, in 
particular . . . as a Father’s Day Gift 
suggestion. And they say: “It’s safe 
to say that two out of three males will 
be swinging a golf club in the next 
four months. Our the 
woman whose family wants to surprise 


advice for 


Father—is a pair of golf shoes—on 
June 2\st. 

“Fit is the number one consideration, 
and this is where the gift certificate 
plays its important role. The average 
golfer walks from four to five miles, 
often in hot showery 
weather, so perfect fit is a must, and 


as well as 


a smart moccasin pattern may well be 
his choice. 

“If he’s the type who plays a lot of 
golf, he’ll be a two-pair man, needing 
a dressier type for Sundays and 
tournaments. Saddle patterns in two- 
tone color combinations . . . black 
and white or brown and white, with 
or without the decorative shawl 
tongue, are among the styles offered 
this season.” 

That’s a good suggestion for every- 
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where Canada or the United 


States. 


” * x 


HOFHEIMER of = Hof- 
Norfolk. Va.. “Our 


greatest challenge is not how to meet 


KICHARD 
heimer’s, says: 
the problem of advance in shoe prices 
but how to mect an ever-changing, 
ever-growing, ever-demand ng market 
and how to derive from this market 
a greater share of its potential. 

“We cannot do it by pursuing our 
habits of today or of yesteryear. To 
operate tomorrow we must think for 
tomorrow. We must plan for tomor- 
row and we will do the business of 
tomorrow when it comes.” 

* * * 

“Branded footwear and television are 
a shoe store’s best friends,” says MRS. 
DIANA M. BEDARD, owner of Bed- 
ard’s in Webster, Mass. 
is helpful because it makes people 


“Television 
more style conscious. It raises the 
general standard of living for it pre- 
of well- 


which in 


sents a constant panorama 
dressed men and women .. . 
turn creates a desire for better dress- 
ing on the part of the viewers. Ours 
is a world of copy. We constantly do 
what we see others do. 

“Now back to our original premise— 
branded footwear. We like 
names not only because they are pre- 


brand 


sold by the manufacturer but also be- 
cause the price is the same—whether 
the shoes are sold in a small city like 
ours or in a larger city like Spring- 
field. This gives the small city retailer 
equal opportunity with the shoe stores 
in larger cities. And I assure you, that 
is a tremendous advantage to us.” 
* * * 
“The habits 


haven’t changed much in the past dec- 


of women consumers 
ade, in spite of what you hear about 
‘woman’s prerogative to change her 
mind,’ ” says HELEN ANGUS, buyer 
of women’s and children’s shoes for 
the Tiche-Goettinger store in Dallas. 
Texas. 

“A woman wants, more than any other 
thing, to be in style at all times and 


to look 


wears. She buys for style first, com- 


attractive in whatever she 
fort second and price last. Our cus- 
tomers are willing to pay a good price 
for their shoes: and in return have 
demanded a good shoe.” 
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by ESTELLE G. ANDERSON 


Proftile.... 





ERNESTO and RICHARD PFIFFERLING 

NE went north and the other went south . . . America, that is; and 

the twain meet every three or four years. One has a retail shoe shop 

in New York City and the other has a shoe factory and retail shop 

in Buenos Aires. One is dedicated to fit and comfort. The other has a flair 

for shoe styling, color and design. Each serves his customers and his com- 
munity to the best of his ability. 

That pinpoints, briefly, the attainments of Richard and Ernesto 
Pfifferling. 

It all started in Lauterbach, Germany, where they literally were born 
into shoes. Their earliest recollections are of their parents’ retail shop and 
the custom-made shoes that were sold there. Their mother used to wait on 
trade, while the father managed the shoe repair department. 

Their vocational training in shoes started when they had completed 
eight years of elementary school. In Germany, it was almost mandatory 
that high school education include the learning of a trade along with the 
academic subjects. After three years of this combined course, the test 
was to make a pair of men’s custom style shoes. That was par for the 
course and Richard passed it with flying colors. 

The Pfifferlings lived in Lauterbach until 1933. When the nationalistic 
rumblings began to be ominous, they moved to Dresden. Richard spent 
two and a half years in Dresden. He worked in a shoe repair shop and 
increased his knowledge of orthopedic repairs, corrections and arch sup- 
ports. He also spent six months in Dr. Scholl’s factory in Frankfort. Then 
to the Silberstein & Neuman shoe factory in Schweinfurt and Speyer’s in 
Darmstadt. 

Ernesto went to Aussig, Czecho-Slovakia. There he worked—first in a 
high style retail shop and then, in 1937, he went to work for Popper’s in 
Prague. It didn’t take long for the principals to become aware of his 
interest and abilities in shoe designing. They soon sent him to Italy and 
Vienna to gather style information and bring back the latest shoe models. 

Nineteen thirty-nine was the eventful year—when the brothers decided 
to go west. Early that year, Richard emigrated to the United States . . . 

(CONTINUED ON PAGE 58) 
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Sure to be a Big-Shoe-On-Campus is this streamline top reverse 
leather chukka boot with U-throat closure. A theme of smartly con- 
trasting detailing assures its appeal to the young man with an eye 
for dash. The monotone gray upper is picked up by black piping 
at the top line and by the black sole. The sole, in turn, is spiced by 
white stitching. The overall shell in gray, black, and white 
heightens the impact of the bright plaid soft pile lining. The upper 
is completely plain except for a deft stitch-and-turn seam which 
defines the vamp from the quarter. By Roblee, Brown Shoe Co. 
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by ELEANOR M. RUTTY 


Left to right: Lined boot, Moxees; “Cuffy,” 
low-cut boot, Golo; “Capri,” Italian-inspired, 
Oomphies; lined moccasin chukka boot, Mondl; 











warm fabric dormitory boot with pompom or- 
nament, Nite-Aires; three-way boot on crepe 
sole, to be worn high or low, Sandler of Boston. 


Drama on the Campus: 


this fall. And boots are the reason. Talk to 
buyers, popular price, high price, any price, and 
they all comment on boots. “Everyone will be loaded 
with them,” said one authority from a high style chain. 
His stores did very well with rough weather boots on 

8/8 heels this past winter and he anticipates an even 
hetter business and with more types of boots, including 
high heel dress boots, for 1959-60. 

While some merchants do question the appeal of the 
latter, none has any doubt about the demand for the 
lower heel types. And women of all kinds and ages 
who have owned a pair of this smart practical foot- 
wear will want them again. Soft, easy to slip on, low 
or flat-heeled, protected, if not actually waterproof, 
they are ideal for campus wear. Warm gay linings 
will sell them for northern campuses. Unlined leather, 
velveteen or corduroy will be equally popular in the 
South or Southwest. 

The boots shown here are a good cross-section of 
the types available on the market. They include rough, 
plushy and smooth leathers in the uppers for the 


i pairage should be easy to sell college girls 


outdoor types. For dormitory wear a felt-like fabric 
and a shaggy knitted fabric have the softness, warmth 
and new look that college girls like. Soles are soft on 
these two and the shaggy boot in dazzling stripes has 
a water-repellent sole (Ripon). In the outdoor boots 
one has a chrome tanned top grain sole (Golo). An- 
other has a leather wrapped sole (Mondl). Still a 
third has an Italian gummed ribbed sole (Oomphies). 
A genuine crepe sole is used on the three-way boot 
(Sandler). One of the lined boots has an unusually 
rich soft sueded upper (Moxees). The indoor boot 
with pompom is soft throughout (Nite-Aires). The 
boot which is more a high-cut shoe than a real boot 
should be noted (Joyce). 

Boots are not the whole college campus story, how- 
ever. Classics—saddles and Norwegian moccasins-— 
have been coming back, they say, and are expected to 
take first place over the various modifications that have 
been worn recently. 

In addition to these, there are a number of very 
attractive, smart new ideas in flats. Here, the Italian 
influence is still strong. Even the more conservative 
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Left to right: brushed fabric, washable, water- 
repellent sole, Ripon; Turkish-inspired toe, 
brocade slipper, Wellco; low-cut “Toggle Boot,” 








Drawings by ELLY NORDEN 


Joyce; “The Roamer,” Italian-inspired Sebago 
Moc; unlined in waxy leather, Town and 
Country; unlined in crushed leather, Viner. 


Boots in Star Roles.... 


Boots—all kinds, for all kinds of uses, from dormitory to sturdy walking and cold 


weather types—are here to supplement classic and new college styles from Alaska to 
Hawaii, and from the Atlantic to the Pacific Ocean. 


lines refer to Italian-inspired styles (Sebago Moc). 
This influence appears also in the use of waxy type 
leathers (Town and Country). The high tongue and 
the very name, “Capri,” shows the Italian-inspiration 
in another flat (Viner). Also derived from the Italian 
are the decorative stitchings and the buckles and straps. 
Another inspiration, the Oriental or Near East, should 
be noted in the slipper with the turned-up toe (Wellco). 

As for colors, gold seems to be number one after 
black. Goldened browns and yellowed greens are also 
good. Some manufacturers also report good interest in 
gray. Tans—off-beat, often—and browns are back in 
the picture, we are told. A mustard-y tone is liked for 
a medium light shade in young little heels shoes. The 
manufacturer who is talking about this color in such 
shoes is also making a strong point of unlined shoes 
and stacked leather heels in this same type. He does 
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not expect to put straps on such shoes at all. 

Brushed leathers are “stronger than ever,” according 
to another manufacturer of young flats and little heels. 
He also has a strong line of boots and expects to sell 
many of these in brushed leathers. In this leather, -he 
is receiving “nice interest” in a new rust color, deeper 
than before. 

This can be a record year for promoting back to 
college shoes. Variety in colors, materials and types 
is unequalled. Trends are well-defined. In colors, 
quieter yellowed tones promise volume business, with 
gray and some brighter tones—copper, gold, some 
reds, also liked. 

The promotion possibilities in boots are easy to see. 
They have the appeal of being both novel and prac- 
tical, and think how well they go with leotards and 
all long slacks! 





Understanding 
pen- l'o-Buy Controls... 


HERE is nothing more wryly “cute” than the con- 

versation of a vendor and an overbought buyer 

engaged in the tribal ritual of condemning open- 
to-buy controls. No bereavement evokes deeper sym- 
pathy; and nowhere is greater nonsense uttered with more 
seeming sagacity. 

Controls are undoubtedly convenient whipping-boys. 
It is a short step from the knowledge that they could be 
wrong to the assumption that they are wrong. Merchan- 
dise control as an operating method is old enough and 
strong enough to stand the whipping. The danger lies 
in passing on to a system that guilt which would serve 
better as one of the incentives to dig into the situation, 
finding out and correcting what is really wrong. For 
one thing only is certain: error is an inherent element of 
planning, performance and control. The object of mer- 
chandise planning and control is to signal the presence of 
error, locate its origin, measure its degree, correct or 
contain it and influence its direction. 

The virtue of a properly devised and properly used 
system of control is that it continuously measures error 
and continuously indicates corrective action while goods 
keep flowing into and out of the reservoir known as the 
merchandise inventory. This is quite analogous to one 
of the basic elements in automation. The idea of flow 
is fundamental to good merchandise control. The primary 
purpose is to increase sales by putting the money where 
the demand is. If this is done successfully, better turns 
and lower markdowns follow as corollary benefits. 

The idea that controls are intrinsically misleading, 
rigid and restrictive is a popular myth rising from fre- 


by JOSEPH S. FRIEDLANDER 
Lecturer, Bernard Baruch School, C.C.N.Y. 


quent cases of poor installations and/or improper use. 
If Mr. Likely lacked opportunity and ability to make 
quick informal analyses within the categories and items 
comprising his total stock, he could be easily misled by the 
results stemming from his single store-wide dollar mer- 
chandising control. Form 2 on page 45 of the February 
15th issue of the RECORDER indicates that the Likely store 
is apparently $300 overbought for the month of February. 
This is a signal—not the whole truth. The truth can be 
pieced together only from further analysis. 

This can be illustrated by assuming that Mr. Likely 
kept separate controls for each of four departmental 
groupings as shown in Form 3 below. 

Total store figures correspond with figures of Form 2 
in the February 15th issue. The store is $300 overbought. 
But Form 3 clearly shows the effect of algebraically 
summing plus and minus quantities, and the need to have 
some understanding and knowledge of conditions inside 
the elements which comprise a group control. 

Women’s Shoes are minus $200 open-to-buy: 

Men’s and Boys’ are minus $200; 

Children’s Shoes are $100 open-to-buy—or plus $100. 
The algebraic sum of minus 200, minus 200 and plus 100 
is minus 300; which explains how the $300 overbought 
condition emerged from the the single total store control. 

The vital point here is to realize that in importance, 
the $100 OTB for children’s shoes equals or surpasses 
the overbought condition of $400 in two other cate- 
gories. If that $100 OTB represents a significant need in 





FORM 3 - TOTAL STORE (a) 


(b) (c) (d) (e) (f) 





FEBRUARY OTB 


BASED ON ORIGINAL PLAN Planned 


Sales and 


Shrinkage 


a+b-c 


Open to 


Receive 


Orders 
Placed 


EOM Plan 
Inventory 


BOM Plan 


Inventory Buy 





WOMEN'S $2, 200 


CHILDREN'S 1,700 
MEN'S & BOYS' 450 


ALL OTHER 


$14,600 | $14,000 $2,800 | $3,000 


11,400 11,000 2,100 2,000 


5,000 5,000 450 650 | » 200 


3,200 3,000 450 450 -0- 





TOTAL STORE 





$34,200 | $33,000 $5,800 | $6,100 | $300 
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The idea of flow is fundamental to good merchandise control. 


The primary 


purpose is to increase sales by putting the money where the demand is. Better 


turns and lower markdowns follow as corollary benefits. 


the children’s department, that amount of goods should 
be ordered promptly, regardless of the total overbought 
condition. 

It must be repeated for emphasis that the total store 
overbought figure is chiefly a warning signal that some- 
thing is wrong with the mix in the stock reservoir and/or 
with the planned flow of goods into and out of it. This 
is the typical twin problem which usually exists when a 
group control shows “overbought”: some section or sec- 
tions within the group must be overloaded; but it is most 
likely that other sections are short of their requirements. 

And just as the problem breaks down into twin prob- 
lems, so must the action become twin actions. First, the 
needed goods must be ordered if the requirement cannot 
he filled by marking down or converting other goods in 
the overloaded section. Then the overbought categories 
must be brought into balance by forced selling or re- 
strained buying. If neither can be done at the time, pro- 
vision must be made for containing the effect of the error 
on future purchasing power. 

In any group control, OTB can be uncovered within 
the elements by a process of continuous analysis. This 
fractional distillation of OTB should be pursued, whether 
by formal or informal methods. In order to illustrate the 
method we shall engage in successive analysis of the ele- 
ments comprising the Women’s Shoe Department which 
were reported in Form 3. 

We shall start by setting up Form 3A, which represents 
the kind of changed situation which may emerge after 
the estimates contained in Form 3 are corrected to reflect 
actual conditions resulting from the closing of opera- 
tions at the end of January. It will be noted that: 

1. Actual Inventory of women’s shoes at the be- 
ginning of February is $14,500—or $500 more 


than the $14,000 originally planned in Form 3; 

2. Conversely, the children’s shoe inventory is down 
to $10,500—or $500 less than originally planned. 

Form 3A gives another good example of pluses and 
minuses cancelling one another. The actual inventory 
for the entire store at the beginning of February is 
$33,000—just as planned. But it is achieved only because 
the $500 deficiency in the Children’s department exactly 
covers the $500 overload in Women’s. In similar fashion, 
the $600 OTB in Children’s masks all but $300 of the 
overbought condition in Women’s and Men’s and Boys’. 
Moreover, the $300 overbought figure for the Total Store 
tends to mask the need for Children’s goods—a need 
which has become more apparently acute as the revised 
data of Form 3A brings us a step closer to the truth. 

To illustrate further, the process of fractional distilla- 
tion of OTB, we shall assume that Mr. Likely carries four 
sets of category controls and shall use excerpts from 
them. The four sets are: 

1. By four department groups as shown in Forms 3 
and 3A; 

2. By separate categories within each department, 
like the Dress and Casual categories within the 
Women’s department, as shown in Form 4; 

. By further sub-categories like High and Low 
Heels within the Women’s Dress Shoe category, 
as shown in Form 5; : 

. By still further sub-categories like the Color and 
Leather dissection of Women’s High Heel Dress 
Shoes as shown in Form 6. 

Further controls may be kept by price lines and indi- 
vidual style numbers. But the four we have chosen 
should illustrate the process adequately. 

(CONTINUED ON PAGE 69) 





FORM 3A - TOTAL STORE (a) 


ib) (c) (d) (e) 





FEBRUARY OTB REVISED 
BASED ON ACTUAL INVENTORIES AT 
BEGINNING OF MONTH 


BOM at+tb-c 


EOM Plan 
Inventory 


Actual 
Inventory 


Open to 


Receive 


Orders 
Placed 





WOMEN'S 


CHILDREN'S 


MEN'S & BOYS' 


ALL OTHER 


$14, 600 
11,400 
5,000 


3, 200 


$14, 500 
10,500 
5,000 


3,000 


$2, 300 
2,600 
450 


450 


$3,090 
2,000 


650 





TOTAL STORE 








$34, 200 





$33,000 





$5, 800 
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“Give me my boots and my 
saddles” bids fair to be this 


year’s school song across the 


nation ...all the way from first 


graders through high school. 


Above—left to right: Buster Brown's 
nylon velvet; Jumping Jacks’ piped 
saddle; Willits’ Panama suede; Julius 
Altschul’s classic welt oxford; Ideal’s 
3/4 bal Classmate; Five Star’s simu- 
lated low boot type. 


Left to right: Poll Parrot’s laced 
vamp; Show-Offs’ soft square toe; 
Phyllis’ slipon; Yankee Shoemakers’ 
Debuteen; open saddle in two colors 
by Alexis. 


CHOOL’S OPEN! To the motorists that is Shoe manufacturers have provided a vast and 


a caution and reminder to drive carefully. 

To the merchant, it is a time for strong 
promotion and selling of back-to-school shoes. To 
the youngsters it means vacation days are over. 
But they are reconciled because it generally 
means, too, the excitement of new clothes and 
especially new shoes, which help to make up for 


the ending of carefree summer days. 


varied selection of styles, patterns, colors, leath- 
ers and materials. The emphasis is on light 
weight and light appearance, softee constructions, 
trimness. Almost every line has some version of 
the boot-—in nylon velvet, suede, brushed leath- 
ers . . . in black and colors, for the girls... . 
For boys, the boots are usually in buck and 
rough leathers . . . Loden green, gray, dirty buck. 
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k to School in... 


by ESTELLE G. ANDERSON 


Boots, Boots, Boots—Buster Brown; 
International’s Melody; Judy-’n-Jerry ; 
Ed. White Junior; Robin Hood; Miss 


Sandler. 





Straps still important! Kali-sten-iks 
by Gilbert; Pro-tek-tiv by Curtis, 
Stephens, Embry; American Juniors; 
Billiken by Craddock-Terry; Flex-ees 
by Simplex. 


In the saddle: Dr. Posner’s half and 
half; Pied Piper’s gray with red; 
Poll Parrot’s red nylon velvet; Jump- 
ing Jacks’ red nylon velvet. 





Left: More boots to boot: top to bot- 
tom: Jumping Jacks; Eby’s Fleet Air; 
Acrobat Div. of Genesco. 


Right: Style and color highlights! 
Left to right: Wm. Brooks’ pillow 
stitch; Huth-James’ side swirl Yea- 
Team; Dr. Posner’s Loden green. 


Right—Boys will be boys! Edwards 
Shoes; Flexees; Jumping Jacks; Eph- 


rata, 


Below—Variations in theme! Trim- 
foot; Gilbert’s Kali-sten-iks; Kreider’s 
Foot-rait; Stride-Rite by Green Shoe; 
Edwards; Robin Hood. 


ACK-TO-SCHOOL shoes will 
tend to have more of the style 
influence — with less depen- 


dence upon the traditional basic 
types. The latter will continue to be 
important but will not account for as 


large a share of the total volume as 
they once did. Pillow embossed 
plugs on stitch and turns, side swirls, 
B and B—dark brown with black 
edges—are but a few of the features 
that boys will look for and buy. 





The amazing Dual Character of 


Wy Vee! 


FEMININE... luxurious...no wonder some first im- 
pressions are that NyloVel is only for very dressy 
shoes. 





ACTUALLY, this material matches any other upper 
stock in strength and durability. Because it is 100% 
nylon velvet, MARTIN’S NyloVel is practical for 
everyday wear by youngsters and grown-ups. 


IT GIVES SHOES a costly look yet it is an economy 


material. For price and for pairage building, NyloVel 
is a prize to merchandisers. 


FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 


Experience proves that the NYLOVEL tag, enclosed in each 
pair, promotes shoe selling. Hand one to the customer at the 
try-on. 


Mention, too, that this 100% nylon velvet can be stepped 
on; that it is scuff-proof; soil-resistant, easily cleaned. 
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unctional Footwear 


Part two of a series of three articles on functional footwear as developed through 
32 years concentrated research at the University of Rochester’s Gait Laboratory. 
This footwear has been thoroughly market tested in both this country and Europe. 


N the previous article on functional footwear we saw 

several revolutionary concepts introduced regarding 

feet, shoes and lasts; and particularly a significant 
new approach to pronation of the foot in relation to the 
last and shoe. We saw that foot pronation was a “normal” 
(though not a healthy) condition in that it is found in 
most persons, from early childhood on. 

The Schwartz-Heath team, which has directed the re- 
markable 32-year research program at the Rochester Gait 
Laboratory, now unveils further new concepts, applicable 
to the midfoot and forefoot, and requiring a new ap- 
proach to last and shoe design. 


The Midfoot 


The transverse midfoot arch is a “true” arch. It ex- 
tends across the instep of the foot. It holds its arched 
shape both with the foot at rest and bearing weight. It’s 
primarily a weight-supporting arch. But it also serves as 
a “bridge” over which the weight is transferred from 
rearfoot to forefoot in walking. 

However, this arch connects with the long arch on the 
inner border of the foot. Now, when the heel of the foot 
pronates, as it does on most people, it tends to weaken the 
long inner arch. And this in turn tends to weaken the 
midfoot arch. And this weakening extends even into the 
forefoot, in the metatarsal area, as we'll see shortly. The 
over-all result is a lowering and broadening of the foot’s 
arch structures—what we call “spreading” of the foot. 
And this results in a functional deficiency of the foot 
which is expressed through a variety of common symp- 
toms: feet that hurt or tire or burn. 


18. (top) The borders of the foot form an angle. Dotted line through 
the center is exact longitudinal center or axis of the foot. Now note 
that the foot's highest line points toward the inner border. 


19. (bottom) Note instep line along inner border of foot — from 
front of ankle through big toe. 
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by WILLIAM A. ROSSI 


To retain the natural shape and efficient performance 
of the midfoot arch, the Laboratory has incorporated sev- 
eral features in the last, such as the special design of the 
heel and ball, or tread surface. One interesting change 
is in the “cone” of the last—a sort of simulation of the 
line of the instep from the midfoot down toward the toes. 

In the average conventional last, this cone is situated 
closer to center. But the instep of the foot is on the inner 


border. So, in the functional last the cone is situated on 
the inner border, following the path of the instep of the 
The last thus conforms to the shape of the foot. 


foot. 


20. (top) Here is a conventional last. Note how the “instep line” 
is over toward center rather than along inner border. So the instep 
axis goes in one direction on the foot, in another direction on last 
and shoe. Such differences in alignment can result in foot discomfort. 

21. (bottom) Note the angled position of the cone of the functional 
last, conforming to the angle of the instep. Functional design re- 
lieves pressure over the instep in two ways: (1) the curved shape 
of the quarter areas provides a better heel grip, resulting in less 
tendency for the foot to pull out of the heel. Since the shoe stays on 
the foot better, less lacing tension is required; (2) the angled cone 
of functional lasts distributes minimum pressure more uniformly over 
the instep of the foot. 

This has an influential bearing on foot efficiency and shoe 


performance. (See Figures 18, 19, 20, 21.) 


The Forefoot 


From the customer’s point of view, as every shoeman 
knows, the ball area is the most “sensitive” in the foot. 
Many of the common symptoms are found there: burn- 
ing, aching, corns and calluses, fatigue, tingling and 
numbness, swelling, etc. Therefore, functionally correct 
fit is especially important at the forepart. 

For decades the doctors have had little success—except 
for temporary or palliative relief—in eliminating these 
symptoms by getting to the root of their cause. The com- 
mercial arch supports, pads, cookies and other “foot aids” 
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have had equal lack of success. Nor have most shoes, 
designed to alleviate these problems, done much better. 

The chief reason for this blanket failure, says the 
Laboratory, has been a lack of knowledge about the true 
nature and function of the forepart of the foot, and the 
role of the last and shoe in meeting these functional 
requirements. 

Let’s take an inside look at the ball or metatarsal area 
of a normal foot. We discover some interestingly new 
things. First, the so-called metatarsal arch is not a true 
structural arch. Each metatarsal head is free to move up 
or down independently of its neighbors. So, when the 
foot stands on a flat surface (Figure 23), the metatarsal 
heads form a straight line. In fact, the metatarsal heads 
conform to the shape of any surface on which they stand. 

Now, the important function of the toes is to give 
spring to the step when they propel the body forward 
for the next step. And, to provide this spring the toes 
must flex, grasping the ground (on the inside of 
the shoe) to provide a smooth, resilient, propulsive 
action. As the toes are flexed, the three middle meta- 
tarsal heads are drawn upward into a strong and 
essential functional arch (Figure 25). And unless the 





a 

b- 

22. (left) Two kinds of arches are in the foot. The transverse or 
midfoot arch behind the instep (a) is a true structural arch. It re- 
mains an arch on weightbearing. But the metatarsal arch (b) is a 
functional arch, free to take the shape of the surface on which the 
foot stands, as shown here on a flat surface. 


23. (right) Note how metatarsal “arch” tends to flatten on weight- 
bearing. When the toes flex to perform the grasping action so essential 
to smooth, springy propulsion of body weight, the metatarsal heads rise 
to form a functional arch, as shown. Anything that prevents the meta- 
tarsal heads from taking this arched position, results in limitation of 
toe flexion, 


metatarsal heads are free to form this functional arch, the 
toes cannot be fully flexed. Therefore, anything that pre- 
vents the formation of the functional metatarsal arch also 
prevents flexion of the toes, with consequent weakening 
of the grasping action and eventual diminution of the 
propulsive force. For the toes to apply this grasping 
action and flexibility in walking, the metatarsal heads 
must be slightly arched. 

Now see what happens when the foot stands in an 
average conventional shoe. Such a shoe is usually made 
on a last with a saucer-like shape across the ball. The 
metatarsal heads assume the shape of this saucer-like 
cavity. That is, the metatarsal heads sink below the flat 
level, and we have a “fallen” metatarsal arch. 

In this position the foot muscles can’t flex the toes. 
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24. (left) The foot here is superimposed on a conventional last. Most 
conventional lasts are made with rounded bottoms. Shoe sole across ball 
also has rounded bottom. The metatarsal heads (b) are seen con- 
forming to shape of surface on which they stand—that is, a rounded 
bottom. We now have same thing as a “‘fallen’’ or depressed metatarsal 
arch. Most of weight is now borne by only one or two metatarsal 
heads, instead of all five. Insert of hand with fingers extended and 
metacarpal ‘‘arch’’ depressed, is example of what happens in the foot. 
Hand in this position can’t flex fingers or use finger grip. Same in the 
foot—toes are immobilized, can’t utilize natural gripping action. Over 
long period of time, toe muscle power is lost. 

25. (right) Functional last, shown here, is designed in keeping with 
functional needs of forefoot. Note flat over-all bottom across ball, with 
slight concavity in center. This maintains metatarsal heads in best 
functional position, permits free flexion of toes and full efficiency of 
foot. Insert of fist shows parallel ‘‘arched’’ position of knuckles, with 
consequent flexing and gripping strength in fingers. Same principle 
applies to the forefoot. 


The spring and flexibility of toe action is lost. Further, 
the metatarsal heads are now crowded together. Because 
the metatarsal heads conform to the saucer-like cavity, the 
three middle metarsal heads are forced to carry more than 
their share of weight, and the two end metatarsals carry 
less than their share. And here, says the Laboratory, is 
the root of many of the symptoms, ills and discomforts 
common to the forefoot. 

Now the toes can’t perform their natural functions of 


gripping and propulsion in walking. Over the years, toe- 


The 


flexion power is diminished or lost completely. 
push-off at the end of each step no longer comes from 
springy toe action, as it should. Instead, the push-off is 
from the ball, the metatarsal heads. The latter are de- 
signed to carry weight, but not for the push-off action in 
walking. So we find the metatarsal heads forced to 
assume work loads for which they aren’t designed to take. 
And we find the toes failing to do the job which they are 
designed to do. 

Try this simple test to demonstrate the point. Hold 
your hand out flat, palm down, fingers fully extended and 
spread. In this position the underneath portion of the 
knuckles is somewhat “fallen” as are the foot’s meta- 
tarsal heads in the saucer-like cavity of the shoe at the 
hall. Now, with the hand in that extended position, try 
to make a fist. You can’t. The fingers are immobilized. 
You can’t flex or bend them. So they’re useless. (See 
Figure 24.) 

Now a change. Make a tight fist with your hand. Note 
how the top of the knuckles forms a dome, an arch. Now 
note the flexing and gripping strength of your fingers— 
and your finger mobility. So, you see, gripping and flex- 
ing strength require a flat or slightly arched contour of 
the metatarsal heads. And this in turn is determined by 
the shape of the last at the ball. (See Figure 25.) 

On a functional last, however, the bottom area across 
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Production Story: 


Pre-mixing, above, is a first step in manufacturing 
process of vinyl fabrics. Large tank is “blender.” 


Calendering, above, and knife coating, below, are 
two ways to apply vinyl compound to the fabric. 


N increased use of non-leather materials in footwear 
is a predicted result of the current increase in 
leather prices. Among materials of most interest 

to manufacturers are the relatively new, tough, scuff- 
resistant vinyl fabrics. 

Part of the burgeoning plastics family, vinyls are a 
unique shoe material which cannot be considered as a 
leather-substitute, or dismissed as a “synthetic.” Rather, 
vinyls must be seen for what they are: a new group of 
materials with characteristics of its own which—par- 
ticularly in printing, embossing, and color range—opens 
a whole world of styling and design possibilities. 

Employment of vinyls as reinforcing and plumpers has 
been widespread; it is their impending breakthrough as 


Embossing, below, and printing, above, provide 
vinyl surface interest of great variety and color. 





The New Vinyl Fabrics 


The tough scuff-resistant vinyl fabrics are a unique family of shoe materials 


offering a whole world of design and styling possibilities. How are they made? 


by RICHARD EDSTROM 


shoe uppers on a volume basis which has aroused excite- 
ment and curiosity in the industry. 

Vinyl fabrics were first employed as uppers in children’s 
shoes and it is in children’s shoes—ballets, ballerinas, and 
party types—that volume in vinyls will be seen. But the 
intense interest in vinyls displayed at recent shows points 
to their vastly expanded use in shoe construction at every 
level of the industry. 

Manufacturers see vinyls penetrating higher priced lines 
as a style item where non-leather materials have been used 
only in relatively small quantities. 

Most vinyls now used in shoes are backed or 
ported” by fabric. Depending on requirements, the quan- 
tity of the vinyl itself ranges from an impregnation of the 
fabric, as in some reinforcing, to a major roll where the 


“sup- 


fabric is a sustaining material, as in uppers. 

Vinyls are flexible; as uppers they are almost impos- 
sible to tear or stretch in normal shoe usage; they are 
highly resistant to scratches and abrasions; their water 
resistance is high and they are unaffected by extremes of 
either hot or cold climate temperatures. 

That the industry will see and hear more of this ex- 
traordinary non-leather material is a certainty; how is it 
made? 

There are five main substances in the vinyl compound; 
resins, plasticizers, stabilizers, extenders, and pigments. 
The resin is a synthetically produced flour-like powder of 
carbon, oxygen, hydrogen, and chlorine; it is called poly- 
vinyl chloride. 

Polyvinyl chloride is the fundamental ingredient of the 
mix. It is polyvinyl chloride which makes possible the 
toughness, flexibility, and abrasion resistance of vinyls. 
The polyvinyl chloride molecule may be visualized as a 
long string of 19,000 to 20,000 beads; these beads would 
be the carbon atoms. 


(CONTINUED ON PAGE 60) 


Photographs by courtesy of Federal Industries, Belleville, N. J., 
and General Plastics, General Tire & Rubber Company. 


Breakthrough of vinyls as uppers, above and below, 
has aroused the interest and curiosity of shoemen. 


Elaborate and exhaustive tests performed on vinyl fabrics check, left to right, the resistance 
to wear and abrasion, tensile and tear strength, fading effects of sunlight and hot weather. 
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Style 37 
Bal Saddle Oxford 
Women’s & Misses’ Sizes 


Style 26 7 
Pillow Plug Oxford 
Men's Sizes 


SCHOOL TIME 
BEGINS WITH 
SCHOOL SHOES 


Style 56 Ribs 
Overlay Oxford, Pogo Sole 
Men’s & Boys’ Sizes 


SHOE COMPANY 
BELCAMP, MARYLAND 
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Whites Produce Outstanding 
Volume for Boston Retailers 


THE demand for whites has been 
increasing rapidly, Boston shoe re- 
tailers report. During the third week 
in May it was estimated by some 
that white accounted for about 20 
per cent of total pairage sales. Other 
and equally important colors were 
bone, blue and even black patent. 

Not all retailers, however, pro- 
moted whites heavily. Kays-New- 
port, for example, celebrated the ar- 
rival of warm weather by taking 
half-page advertisements to intro- 
duce its new high-style line of Italian 
raffia shoes. One, a classic bowed 
pump with little heel, was offered in 
five colors: natural, black, white, 
orange and blue. 

Another, Filene’s, promoted 
stretchable wedgies of nylon having 
a straw texture in black-grey ombre, 
brown ombre, all beige and plain 
white. 

Nor were the whites all white. 
Multi-color flowers on white calf 
leather pumps were chosen for an 
early season showing by the Frank- 
lin Simon store in Chestnut Hill; 
and the Thayer McNeil stores in Bos- 
ton, Wellesley and Cohasset pushed 
spectators in white trimmed with 
brown, blue or black patent. Straws, 
too, were chosen for promotion by 
Jordan Marsh. These were bowed 
pumps with high or mid heels, in 
pink, pastel blue, royal blue, white, 
green, orange, beige or black. 

At the Solby Bayes store on Win- 
ter Street in downtown Boston, it 
was noted that the white season was 
well under way by mid-May. This 
color, it was reported, had started to 
sell early this year and had grown 
in strength with every day of good 
weather. There has been, also, an “ex- 
cellent demand” for bone, largely, it 
is reasoned, because that particular 
member of the beige family is a neu- 
tral which can be worn with many 
dress and suit colors. 

Blues, too, have been strong, it 
was reported, as well as black patent. 
There is not as much call for red as 
there was at this time last year, it 
was said. The week ended May 9 was 
the first this year during which good 
shopping weather prevailed, and this 
store during that period achieved an 
increase of 22 per cent over the same 
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period last year. 

An increase of approximately ten 
per cent for the same week was noted 
by the Curtis Enna Jettick store on 
Tremont Street. Whites, given prom- 
inent window display, accounted for 
at least a part of this gain. Price in- 
creases, effective this spring, have 
met with practically no resistance, it 
was reported here. Last year’s price 
range was $9.95 to $11.95. This 
year’s range is $10.95 to $13.95. Sty]- 
ing up of the line is said to have been 
responsible for the ready acceptance 
of higher prices. 


Pumps Remain Women’s 
Top Shoe at Los Angeles 


RETAIL shoe stores report that 
pumps continue to make up the ma- 
jor portion of their sales in women’s 
shoes. Most calls are for white al- 
though pastels and prints are doing 
very well. It might be noted that bone 
has kept in the running and is con- 
tinuing to move better than expected. 
It complements the bright colored 
summer clothes as well as dark sum- 
mer suits and is apparently on its 
way to becoming a must in the femi- 
nine wardrobe along with black and 
white. 

Plain style pumps are first in de- 
mand while there seems to be a 
preference for patterned styles with 
insets and perforated designs over 
bow trims. There has also been an 
increase in calls for open shoes over 
closed. The tapered toe is increasing 
in popularity while the needle toe 
seems to be on its way out. 

Black patent purchases have fallen 
off and some stores are now adver- 


[% Children’s - Girls’ - be 


+ Boys’ Shows 
Union ef Kimbrough 


the 
summer- 


The summersaulting little girl, the sandal, 
the shells and the straw basket make you 
want to buy ‘em. Memphis (3 cols.). 


tising them at 20 and 380 per cent 
discount to clean up their stock. 

One large department store is ad- 
vertising Spring-o-lator restyling 
from over 20 types of strap shoes, 
slings, ankle and instep straps with 
worn out Spring-o-lators replaced. 
The price for remodeling $4.50 re- 
duced to $2.50 for a limited time. 

Teenage girls are buying pastel and 
white flatties with various trims and 
are choosing pumps with moulded 
or slim Italian heels for dress shoes. 
The men are buying light weight 
moccasin toes, slipons, and two eye- 
let styles. Brown and black are, of 
course, preferred colors. 


White Casuals Most 
Sought Miami Types 


WHITE continues to lead in shoe 
sales for this area with the casual 
types beginning to dominate as the 
temperature rises. 

Flats with Italian styling lead the 
parade in straws. Textured silk is 
strong in a dressier shoe. One buyer 
reported strap shoes as dead but 
business very good, better than last 
year at this time by 20 per cent in- 
crease. 

In pastels, orange is still good with 
a smattering of electric blue, lilac, 
and basic pinks as well as Paris pink. 
The dyed-to-match is being upheld 
by the many graduations and wed- 
dings at this time of year. 

The tapered toe is still controver- 
sial. Some retailers report it’s here 
to stay, particularly in the high 
styled shoes, while others are just 
as convinced that it’s definitely on 
its way out. The 18/8 heel is still 
big and bone and yellow were still 
selling well at a fashionable Miami 
Beach store, along with flats and the 
little one inch heel. Business was 
still reported strong at Miami Beach 
despite the waning season. 

A new store on Lincoln Road, 
opened this season, reporting a defi- 
nite interest in combinations, in- 
cluding white, wheat and pink and 
blue kid with all white luster; black 
patent with mesh in wheat kid with 
mesh; blue kid with mesh and white 
kid with mesh. 

Spectators, always good in this 
area, took a leap in sales in several 
of the stores reporting while reds, 
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which too are always good here, 
took a sudden fall. It’s definitely 
going to be a light color season for 
Miamians. 

Canvas and sailcloth shoes are in- 
creasing in popularity in every style 
and color including floral prints and 
solid colors of red, ice white, black, 
caramel, navy and silver. The easy 
off-and-on strap and buckle styles 
make for wonderful summer com- 
fort here. 


Balmy Weather Hypos 
Detroit Shoe Retailing 

AN EXTENDED period of beau- 
tiful spring weather has been con- 
sidered partly responsible for a dra- 
matic burst of activity in Detroit 
retail shoe sales. Early figures for 
May indicate sales increases of up 
to 20 per cent, with practically every 
retailer in the metropolitan Detroit 
area experiencing some degree of in- 
crease. 

Also influencing the sales boost is 
the substantial increase in jobs, 
even though the unemployment fig- 
ure is still above 11 per cent in this 
hard-hit area. 

To date, tapered-toe closed pumps 
remain first choice in the women’s 
dress shoe category, with black 
patent being the sales leader. The 
neutral shades of bone are running 
a close second, followed by navy and 
red. Choice of heels is equally di- 
vided between the 21/8 and 18/8 
heights. 

Summer whites, meshes, opened-up 
flats, and casuals are being strongly 
promoted and are selling well. Hud- 
Woodward Shops advertises 
“our soft shirred pump, summer 
news in chalk white suede,” and 
shows an unlined pump with deli- 
cately scalloped and laced throat 
line. The shoe retails for $19.95 in 
choice of hi or mid heel. 

Classic spectators are proving pop- 
ular this season, with brown and 
white being the best selling combi- 
nation. 

Considerable interest is shown in 
dressy summer styles of nylon lace 
or straws. Noteworthy is a high 
heeled closed pump of lacy straw, 
available in white and many pastel 
shades. Straw flatties are also much 
in the picture, particularly in white 


son’s 
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or natural. And sales of dressy 
wedge styles are stronger than in 
several seasons. 

Retail sales are very good in the 
children’s departments, both on reg- 
ular stock and tennis shoes. In dress 
shoe lines, the trend is definitely to 
higher style and lighter weight in 
children’s sizes as well as in misses 
and boys. 

Several retailers noted an increase 
in sales of better quality tennis shoes 
as mothers by-pass the lower-priced 
lines. Stapp’s Juvenile Booterie, in 
Pontaic, reports excellent response 
to Stride Rite’s new “Summer Sault” 
barefoot sandal. This shoe, retailing 
at several dollars under the regular 
line, is a very lightweight unlined 
leather sandal with crepe sole. Many 
mothers prefer it over the canvas 
footwear, particularly for school 
wear. 

Growing girls and misses shoe de- 
partments find dressy pumps on 
tapered lasts their best sellers at 
present. 


Sunshine, Promotions Raise 
Retailer Totals at St. Louis 
SUNSHINE has set women’s 

thinking in the direction of white 

pumps. Excellent window and rack 
displays, plus promotional advertis- 
ing in St. Louis’ one and only news- 
paper, encouraged women to go ahead 
with their purchasing. The results 
for St. Louis dealers was upped totals 
for May on women’s dress pairs. 
3est selling types at present are 


i) 


REWER 


ST LEATHER IMAGINABLE 


The use of highly stylized type faces com- 
plements a highly stylized shoe in this 
appealing ad. Los Angeles (3 columns). 


frosty white closed pumps with gold 
trimmed bow decorations; open toe 
and heel wishbone sandals on 23/8 
heels; white straw pumps with low- 
placed instep strap; and mid-heel 
vinyl and calf stripping sandals with 
open toes. 

For matrons, white pig, white calf 
and nylon mesh combinations, and 
white punched calf are moving well. 
Flirtatious women’s and misses’ cas- 
uals of straw, and fabric resembling 
straw, are good sellers in suburban 
department store branches. Some 
mulebacks on 19/8 cork covered 
wedges are being picked up for the 
patio season now in full swing. 

Teen-aged girls continue to seek 
out low cut pancake flats of black or 
white calf or straw with multicolored 
pompom trim. Many requests have 
come in, dealers say, for pastel pink 
and blue flats, which retailers do not 
have. Teens then switch to bone, 
dealers observe, rather than coral or 
turquoise. 

In the children’s category, buying 
continues to be concentrated on bare- 
foot sandals and on rubber soled can- 
vas playshoes, with suburban stores 
busy and crowded every afternoon 
after school and all day Saturday. 
Since May of 1958 was cold and 
rainy, in direct opposition to the 
month just ended, suburban dealers 
in general are finding that their May 
totals on children’s shoes are up any- 
where from 25 to 40 per cent for the 
month as against last year. Good 
sales of white buck oxfords and black 
and white saddles for grade school 
boys helped swell store totals. 

Men switched to ventilated upper 
types as downtown pavements began 
to sun-scorch. Men’s stores and de- 
partments downtown are reporting 
that traffic is fair but not good, with 
totals for the past two months run- 
ning about even with the same pe- 
riod last year. Best selling patterns 
include five-eyelet bluchers with plain 
ventilator toes, and two-eyelet ox- 
fords with ventilated plug above 
moccasin toes. Canvas deck oxfords 
with crepe wrapped soles are selling 
well in navy, brown and black, with 
tie types currently outselling slip-on 
patterns. 

Florsheim men’s shoe shop inaug- 
urated a new way of selling shoes— 
open display of every style. Based on 
the theory that every customer likes 
to handle and fondle shoes, Flor- 
sheim’s system encourages men to 
take their time, feel free to look 
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around, with store personnel assist- 
ing customers only on request. In a 
half page ad describing the new 
semi-self service plan, the store says 
“now for the first time, you can easily 
see every style we carry—the choice 
is really yours!” Response to the 
system has been good. 

During the two weeks just passed 
St. Louis shoe men picked up a size- 
able volume of business from special 
occasion shoes. The list of types in- 
cludes golf shoes for both men and 
women; baseball spikes for Little 
Leaguers; plain white graduation 
pumps for teen girls; black dressy 
oxfords for graduating senior boys; 
foldable travel slippers for women; 
and oil-resistant soled work oxfords 
to replace occupation winter hi-tops. 


Pre-Summer Heat Fills 
Shoe Stores at Chicago 


CHICAGO’S early mid-summer 
weather—some five days of it—has 
been a boon to the shoe business. 
Temperatures in the top 80’s and for 
a couple of days over 90 provided a 
welcome stimulus to sales of whites 
and light types. Chicago had had 
a long cold spring. The sudden warm 
weather caught most consumers un- 
prepared. Summer apparel sales 
spurted and so did shoes. 

Whites began to move at a better 
pace than they have in several sea- 
sons. This could mean a good sea- 
son for a change. They have done 
well at advance mail order sales. 
However, some experienced retail- 
ers take a conservative view. They 
have not over-loaded with whites. 
They have enough to fill a healthy 
demand, but are counting more 
straws, on pastels, and even light 
weight dark types. 

Business has been particularly 
good on casuals and sport types. This 
includes the shag and pig skin types, 
the glove leathers as well as the can- 
vas shoes. In dress shoes, the pref- 
erence is for the opened up styles— 
sling backs and open toes. These 
never really went out of style, as far 
as the consumer was concerned. 
Stores that continued to stock them, 
sold them in good quanities. They’ve 
never disappeared from the mail 
order catalogs and have remained 
consistent sellers. 

It’s obvious that this is going to 
be a highly competitive selling sea- 
son. There has been heavy news- 
paper advertising of shoes and this 
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will continue well through June. A 
recent survey showed that the de- 
partment stores have spent consider- 
ably more money and used far more 
space for shoes than independent 
shoe stores. Most of this has been 
concentrated in high style shoes. 

For the past several years, Moth- 
er’s Day slipper business has been 
negligible. This year it showed a 
sharp pick-up—both in the chains 
and in neighborhood and indepen- 
dent stores. Right now, stores are 
concentrating on promotions and ad- 
vertising to bring similar results for 
Father’s Day. 

White shoe business is getting 
extra stimulus from confirmations, 
graduations, and high school proms. 


Summer Types Sold Earlier 


This Year at New York 


NEW YORK shoe retailers started 
promoting summer and white shoes 
in all categories and price brackets 
even earlier than usual this year. 
In turn, consumers have been re- 
sponding very satisfactorily. Traffic 
in stores has been quite good and 
merchants report percentage gains 
modest to substantial. 

Everything from golf shoes to 
casuals and tailored walking shoes 
to frivolous evening shoes was pro- 
moted. B. Altman & Co. showed the 
classic golf shoe in black and white; 
also in tan and white and the “tee- 
pocket” oxford with kiltie tongue. 
The promotion said: “Sandler’s of 
Boston’s golf oxfords . . . lighter, 
more flexible, more water resistant. 
Clever foot work for the lady who 
takes her golf seriously.” 

Macy’s in New York, devoted an 
entire week of their “Show of Shoes” 
“. . a week of fashion furore ...a 
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significant collection of the shoes for 
town and travel this summer and 
next fall. We have all the news, 
from airy opened-up pumps to new 
textures and colors . . . from soft 
clinging silhouettes to shapelier lit- 
tle heels. And we have the news in 
profusion.” the store holds this 
“Shoe Week” twice a year and the 
reports of the current ones were 
that consumer response was good. 

“Portico White . . . poised on the 
threshold of summer” was Saks Fifth 
Avenue’s emphasis on “the serene 
look of white symmetry for S.F.A.’s 
balmy weather shoe collection .. . 
moonlit calf or kid ingeniously 
touched with dressmaker detailing 
. . . bows, buckles, open work and 
pleats. Freshly keyed to summer.” 

Straws, meshes, peau de soie, and 
linens and cottons in addition to 
lightweight summer leathers seemed 
to dominate all the advertisements 
and promotions. In men’s shoes the 
emphasis was on “weightlessness”’: 
coolness and flexibility. 


Men’s Shoes Get a Boost 
In ‘Chicago Tribune’ Section 
CHICAGO—Nine men’s shoe re- 
tailers participated in a_ recent 
special men’s furnishings fashion 
section of The Chicago Tribune. Two 
pages of the section were devoted 
to shoes. Leisure and casual shoes 
as well as lightweight summer dress 
types were highlighted editorially. 
The shoe store advertisers were 
O’Connor & Goldberg, Stetson Shoe 
Shop, Father & Son, Massagic Shoe 
Shops, Lloyd & Haig and Duane’s. 
Men’s furnishing stores participat- 
ing were Capper & Capper, Lytton’s, 
and Baskin. 
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for every hour of your summer days . . . 
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mademoiselle’ — *13.95 


Pleated vemp. Blue call 
D—Drese pump im bleck petewt, stribingly detailed with 
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Should milady desire to be fashionable, informed or both this ad serves her well. 
The four styles are ably presented and each is linked to a fashion vignette. The 
needle toe, at high tide, remains very strong. Baltimore (8 cols.). 
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Profile: Richard and 


Ernesto Pfifferling 
(CONTINUED FROM PAGE 40) 

New York City, to be specific. Three 
months later, Ernesto crossed the 
Atlantic and his destination was 
Buenos Aires, Argentina. They have 
both “stayed put” in their respective, 
adopted cities ever since. 

From this point forward, we could 
probably shuttle back and forth to 
highlight the careers of the Brothers 
Pfifferling. But, perhaps it would 
be simpler to start with Ernesto, 


who is the older one. (He is 49 
years old and Richard is 44.) 

Ernesto didn’t waste any time. 
During the Atlantic crossing, while 
his fellow passengers were partici- 
pating in the shipboard activities, 
he was busily engaged sketching and 
designing shoe patterns. They were 
good, too. He sold them, practically 
the moment that the ship docked. 
It was just as well, because the 
money he received for them paid his 
living expenses for a time. 

Almost immediately he went to 
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THE LINE WITH THE FUTURE FOR YOU 





“EPHRATA has been good for us; 
they've built a wonderful business 


St. Louisans Know TOBY’S .. . 
TAXMAN BROTHERS 


Juvenile Business 


Own Brand Name 


Built A 


On Their 





for Toby's," says PHIL TAXMAN 


EPHRATA 








Phil and Marvin Taxman are well known in suburban St. 
Louis. They operate stores in University City and Clayton; 
are opening a third in the new Florissant Shopping Center. 
The Taxman Brothers started in business || years ago. For 
the past seven they have featured Ephrata conventional 
and arch support styles. Children come from 100 miles 
around, referred to Toby's by St. Louis doctors. 

The Taxman Brothers are typical of hundreds of merchants 
who have built successful businesses selling Ephrata quality 
and skilled fitting service. They've built valuable names for 
themselves too, names that they will always own. 


Let Ephrata show you how you can make a name for yourself. 


SHOE COMPANY 


New York City, Marbridge Building, Room 635 


PENNSYLVANIA 














= 


- if 





work in the DiGiorgi Shoe Factory 
as designer and production manager. 
He stayed for a year. In 1941, he 
went with the Industria Yuvena, 
manufacturers of play shoes and 
house slippers. Their daily output 
was 5,000 pairs. Here, too, he was 
responsible for design and produc- 
tion. Two years later, together with 
a partner, Ernest Blum, he opened 
his own factory. 

From the very beginning he spe- 
cialized in women’s low heel shoes. 
Nothing higher than 14/8. Today 
they are the largest manufacturers 
of casuals and California-type shoes 
in Buenos Aires. Some of the big- 
gest retailers in South America buy 
their shoes. They specify and con- 
tract for exclusive designs for their 
clientele. Ernesto has gained many 
advantages through the important 
contacts he has made over the years 

. with the biggest tannery... 
Bally’s La Federal. They tan and 
dye to any and all specifications. 
Then there is Diez Velasco, makers 
of lasts, heels and dies. They can 
duplicate or adapt any of the sam- 
ples brought in from the United 
States or Europe. 

For the present, the entire pro- 
duction is devoted to women’s shoes 
and slippers. However, Ernesto is 
eyeing the men’s lightweight cement 
process shoes. Perhaps a year or 
two from now he will decide to go 
into men’s shoe manufacturing. 

In the meantime, he has just 
opened a most modern, attractive 
retail shop in one of the finest sec- 
tions in Buenos Aires. Eighty per 
cent of the shoes he sells are manu- 
factured in his factory. The balance 


| he buys from outside sources. Spe- 


cializing in sport and casual shoes 
has paid off handsomely. Retail cus- 
tomers know they can obtain any 
kind of low heel shoe or slipper... 
in a variety of leathers, materials, 
colors. Style is a powerful influence 
in Argentina. Customers’ want 
change all the time. There is no 
such thing as continuing basic styles 
from year to year. They must have 
new styles each season. 

Soon he hopes to open his second 
retail shop, in the heart of the “for- 
eign” neighborhood. 

He has a style contact service 
abroad. And every three or four 
years he comes to the United States 
for a look at the style picture but, 

(CONTINUED ON PAGE 60) 
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Manufacturing News 





New York State 


BUSINESS is good with most of the New York shoe 
manufacturers. Sales representatives have been on the 
road these past two or three weeks—attending regional 
shows across the country as well as visiting accounts. 
They report they have written some good business on 
early fall shoes. 

There is enough cutting ahead in factories, to keep 
production steady right up to the vacation period, which 
generally coincides with the July 4th holiday. In fact, 
many of the manufacturers are concerned about the two 
week vacation interruption. It often creates delays and 
bottlenecks in meeting delivery dates scheduled for early 
July and August. 

In women’s shoes, manufacturers are not deviating too 
far from the types and patterns they have become as- 
sociated with. Pumps—mostly closed—are the major style. 
However, some of the manufacturers never stopped mak- 
ing the open toe and open heel simply because their 
customers never stopped ordering them. They indicate 
that orders for these types have been consistently good. 
Heel heights continue toward the mid-high but the em- 
phasis is still on the high heels. 

Black suede is in first position, as usual; but as the 
leather situation eases, more and more calfskins will be 
used. Peau de soie, brocades and other fabrics continue 
to be good, especially for evening shoes. 

Based on the orders received to date, children’s shoe 
manufacturers are optimistic about back-to-school and 
early fall shoe business. Most every line features some 
version of the boot; low or higher cut; with or without 
collar; in smooth or brushed leathers or nylon velvet. 
For the boys, it is generally the chukka in Loden green, 
dirty buck, and grey. Saddle oxfords, U and half-U bals, 
and traditional and conventional strap patterns are in- 
cluded in most all manufacturers’ production. 

Staple types should not be overlooked. As one manu- 
facturer put it: “We have, in years past, missed a 
good amount of business during the holiday rush simply 
because we did not have enough staple types of shoes. 
As a result of this experience, we have taken constructive 
action. Although new things have been added to the 
line, we have trimmed our line carefully and have tried 
to eliminate all fringe items that would hamper our de- 
liveries in the season ahead. 

“Many manufacturers, especially the smaller ones, have 
tried to cover the field too well and have gotten away 
from the principles we followed many years ago. Every 
new line that comes out must certainly have a little 
sparkle but we have had, during the past, a little too 
much sparkle and not enough of the middle of the road 
merchandise.” 


Milwaukee 


THE price situation continues to dominate shoe industry 
discussions here. Manufacturers are sparring, constantly 
checking competition, and “waiting for the dust to settle.” 
Price boosts already announced by Milwaukee firms aver- 
age 5-8 per cent on most items in their lines. Most plant 
executives admit, however, that these boosts were prelim- 
inary raises, with more increases likely to follow in the 
months ahead. 

Industry veterans here note that conditions from the 
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manufacturers’ standpoint are more unsettled than they 
have been for many years. Word is that climbing leather 
prices may force a number of local shoe producers to 
institute heavy use of substitute materials. According to 
one statement: “If the American leather market remains 
‘out of sight,’ there will be a big increase in leather im- 
ports for use here.” 

Very few plants are working less than 40 hour week 
schedules. Shipments are slightly ahead of last year. Most 
firms are holding back with their fall samples. The hesi- 
tancy is due to the muddled price situation. 

Boot sales tallies indicate that plants here enjoyed an 
excellent run of fall and winter business. The long, hard 
winter weather proved a boon to boot producers. Boot 
inventories at the retail level are said to be lean, with 
dealers anxious to replenish stocks. 

Consumer response to shoe price hikes have yet to be 
felt. To date there are no reports of adverse reactions. 
Most dealers, according to factory field reports, agree that 
manufacturers are entitled to price increases, based on 
the soaring leather market. 

To date the bustling port of Milwaukee has not received 
any shipments of import footwear through the just opened 
St. Lawrence Seaway. Shipping manifests, however, do 
reveal some sizable receipts of hides from foreign lands. 
High domestic hide prices are expected to force local and 
state tanners to turn increasingly to overseas suppliers. 
The excellent port facilities in Milwaukee and several other 
Wisconsin cities close to big tanning firms are expected to 
encourage stepped up imports of hides in the period ahead. 

Local shoe retailers have been ringing up excellent shoe 
volume this spring. Department stores and specialty shops 
report second quarter sales may exceed expectations. Gen- 
erally prosperous conditions and settling of a major labor 
strike here has improved store traffic. Shoe manufacturers 
are unanimous in predicting a good summer and fall. 


St. Louis 


ORDERS for both early and regular fall deliveries are 
convincing St. Louis producers that the tailored types of 
women’s walking shoes, touring shoes, or whatever one 
chooses to call them, are filling a crying need in milady’s 
shoe wardrobe. Basing their reports on orders written 
for fall at regional shows and by sales representatives 
finishing their first road trips, producers here say that the 
need for a new type of shoes for the average woman— 
suburban and otherwise—is clearly defined as, “a type 
halfway between tailored dressmaker pumps and casuals.” 

At present, manufacturers say, the woman customer 
dressing for marketing, shopping, luncheon and the variety 
of activities her world is made up of, must choose between 
flat heeled casuals or heeled dressmaker pumps. The flats 
are comfortable for tramping about in, but not entirely 
suitable for a luncheon date. The dressmaker pumps are 
suitable for her luncheon date, but not entirely comfort- 
able for tramping about beforehand. 

In every respect, the new type of town walking shoes 
which all lines are pushing has virtue after virtue and 
definitely fills a need in any woman’s wardrobe. Included 
in the type is a variety of heel heights, shapes and thick- 
nesses, many of them stacked or pseudo-stacked leather. 
Included also are brushed suede uppers, often unlined; 
ties and oxfords; oval or tapered toes, not pointed; tailored 
detailing with touches of femininity. 

(CONTINUED ON PAGE 68) 
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Profile: Richard and 


Ernesto Pfifferling 

(CONTINUED FROM PAGE 58) 
primarily, for a reunion with his 
brother Richard (and a third 
brother, Otto, who is not in the 
shoe business). 

Which brings us right up north 
to Richard and his Tip Top Shoe 
Shop at 155 West 72nd Street in 
New York City. For six months 
after his arrival in New York, Rich- 
ard took jobs here and there to 
learn the techniques of shoe repair- 
ing in the United States. Here, the 
tools and the machinery they used 
were different from those he had 
worked with in Germany. The whole 
approach was new and unfamiliar. 
But he was quick to learn. After six 
months’ apprenticeship, he met a 
man from his home town in Ger- 
many. Together, they went into 
partnership. 

Early in 1940 they opened a shoe 
repair shop on 96th Street and 
Broadway and they were very suc- 
cessful. However, in 1943 Richard 
went to work for Uncle Sam. He 
closed his shop. Put the machinery 
into storage and became an instruc- 
tor in the orthopedic shoe repair de- 
partment of the United States Army, 
stationed at Camp Lee in Virginia. 
He spent two years in the Army. 
While in the service, he married a 
German-born girl whom he had met 
over here. 

He was discharged in 1944 and 
came back to New York City and the 
work he knew so well. He opened 
up the same type of repair shop. 
This time at 102nd Street and 
Broadway. “There was a definite 
need for our type of shop,” says 
Richard Pfifferling. “We did more 
correction work than actual shoe re- 
pairing. We were kept very busy. 
Sooner or later every one of our 
customers would ask us why we 
didn’t carry a line of shoes—so that 
they could buy their shoes from us, 
instead of having to go elsewhere to 
get their shoes and then bring them 
to us for correction.” 

It was a good idea. But the tim- 
ing was not too propitious. Shoe ra- 
tioning was still in effect. Shoes 
weren't easy to get. However, Jerry 
Menihan of the Menihan Shoe Com- 
pany was the good genie. He helped 
them get shoes on a credit basis... 
and “they were in business.” They 
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kept the shoe repairing downstairs. 
Built a balcony over it and made a 
separate department for the new 
shoes. 

Not for a moment has Richard 
ever deviated from his ideals and 
principles of correct fit and the ut- 
most comfort. In the meantime, his 
reputation has grown and his cus- 
tomers, recognizing these advan- 
tages of experience, knowledge and 
sincerity — have come back year 
after year. New ones have been 
added to the roster steadily and con- 
stantly. By 1953, the shop at 102nd 
Street was too small. Richard moved 
his Tip Top Shoe Shop to the pres- 
ent address at 155 West 72nd Street. 

Here, he and his wife (who, inci- 
dentally is an expert shoe fitter and 
has her own special following) and 
a staff of eight, carry on the same 
principles of selling women’s shoes 
that feature comfort with styling. 
Sixty per cent of the business is 
still corrective work and 40 per cent 
straight shoe selling. Medicus is the 
registered trade name for the com- 
fort feature shoes at Tip Top. Some 
of the other lines carried include 
Air Step, Bon-Tell, Allures, Kick- 


erinos. 


Machinery for the corrective work 


and a small portion of the stock are 
in the back of the shop. The major 
stock is stored in an adjacent build- 
ing. Inventory control and stock 
records, customers’ files, mailing 
lists and all the important facts and 
data are kept here too. 

Depth of sizes is a “must.” There 
are about 15,000 pairs in stock at all 
times in sizes 4-10 and in 
widths AA to EEEE. 

Window trims are changed fre- 
quently and Richard has designed 
his own display fixtures .. . light- 
weight and adaptable . . . so that as 
many as four shoes can be shown 
on the one fixture .. . to either em- 
phasize the various colors or leath- 
ers of a particular pattern; or sev- 
eral styles. Only single shoes are 
displayed. This gives a more open, 
uncluttered look to the window. 

Here indeed is a modest and sin- 
cere operation .. . eloquent spokes- 
man for our democratic way of life. 
What started out as a small repair 
shop, operated by a newcomer to the 
United States has, through his ini- 
tiative and enterprise grown and 
flourished to the point where volume 


this year may come pretty close to 
$300,000. 

More power to the man and his 
ideals of fit and comfort .. . with 
style. e¢o¢ 


Production Story: 


Vinyl! Fabrics 
(CONTINUED FROM PAGE 53) 

Attached to every other bead 
would be a cluster of dissimilar 
beads; these would be the chloride 
groups of chlorine, oxygen, and hy- 
drogen. The interlocking that would 
result when numbers of such strings 
are mixed together is easily imag- 
ined. It is this interlocking effect 
achieved without loss of flexibility 
that characterizes the action of poly- 
vinyl chloride in the mix. 

A first step in the manufacturing 
process is usually the pre-mixing 
which takes place in a large tank or 
blender. 

Here the polyvinyl chloride is 
mixed with the plasticizers, stabil- 
izers, extenders, and pigments. The 
function of each substance follows: 

The plasticizer, an oily fluid, gives 
relatively permanent flexibility and 
toughness to the finished product. 

Heat stabilizers reduce the de- 
terioration and breakdown of the 
vinyl resin during processing. 

Light stabilizers prevent change 
in color, stiffness and brittleness in 
the finished product. 

Lubricants prevent the film from 
sticking and tearing under the high 
pressures and heat in the manufac- 
turing process. 

Extenders also add to the stability 
of the product during processing and 
improve the property of hardness. 

Pigments provide the desired 
color. 

After being pre-mixed the com- 
pound is heated to about 300 de- 
grees F. and pressured by large 
rams in a machine called a Banbury. 
In the Banbury the batch becomes a 
homogeneous dough. The batch is 
then dropped on a mill. Here the 
mass of vinyl is further mixed by 
continuous cutting and rolling as the 
milling process takes place; the heat 
is maintained at about 300 de- 
grees F. 

Next the vinyl—in the form of a 
dry homogeneous mass — is calen- 
dered. In the calendering process the 
vinyl is “supported” or backed with 
a fabric. Batches of the vinyl com- 

(CONTINUED ON PAGE 63) 
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Douglas offers another Selling idea 


... to help you capture the profitable 
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young men’s market. 


“FLAT TOPS” 


» _o The success of many Douglas dealers can be attributed 
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to style leadership and strong local promotion. 

For example, the fabulous “Flat Top” styles coupled 
with the clever, colorful “‘barber-chair’ 

displayer, have stopped traffic and started sales 

in stores all across the country .. . 

and there are many, many more profitable 

selling ideas available to help you increase 


your business. Write for the full story. 
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Douglas Shoe Company, Nashville 3, Tennessee A GIGS GO SUBSIDIARY. 





Consider 


United 
Service 


Asa 
SOURCE OF PROFIT TO YOU 


How much have you lost in ‘‘Seconds’’ or “‘ Rejects’”’ during the last 
year? Has machine wear been considered as a cause? 

Staples may not be holding, welt butts may be open, or heel seat fitting 
inaccurate. Are your operators wasting time trying to correct the results 
of machine wear? 

As machines are used, working parts develop wear, adjustments be- 

SERVICE come less effective. By looking at the crippled shoe, the United man 
« knows where to look for trouble spots. 
PARTS There are no substitutes for United’s experienced men. They are kept 
abreast of all the latest service information. 

Call your United man today. Let him show you how much United 

Service can save you. 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 





Production Story: 
Vinyl Fabrics 
(CONTINUED FROM PAGE 60) 


pound are forced between huge roll- 
ers and combined with the cloth at 
the same time. Thus, under heat and 
pressure, the fabric backing and the 
plastic film are permanently bonded. 

Four-roll calenders are usually em- 
ployed in this process. Four rollers 
assure ease in handling as well as 
uniform heat. The top two rollers 
feed the vinyl sheet around the third 
roller. Here the vinyl and the fabric 
are combined, and as the vinyl] fabric 
leaves the calendar it is embossed. In 
this way the softness of the still- 
heated vinyl plastic is employed to 
advantage. 

A second way of manufacturing 
vinyl fabrics is the coating method. 
In the calender method the vinyl mix 
is dry, while the coating method util- 
izes the solvent state. 

Pigments and the oil-like plasti- 
cizer are mixed separately, then 
added to the resins, stabilizers and 
extenders. The compound is then 
ready for the coating operation. 

As the fabric is drawn tautly un- 
der a sharp knife blade, called a 
doctor blade, the vinyl solution — 


much like pancake batter in consis- 
tency—is applied. This operation 
may be repeated several times to 
achieve the desired thickness of viny] 
on the fabric. 

The coated fabric is then auto- 
matically drawn through a curing 
box and a calibrating device. When 
the material is cleared for thickness 
it is rewound; ready for either print- 
ing or embossing. 

A third way to apply the vinyl to 
the fabric is through a machine 
called a roller coater. In the roller 
coater the vinyl—this time in a 
viscous state—is picked up by a roll- 
er, transferred to another roller and 
is then applied to the cloth. There 
is one principal advantage in roller 
coating rather than knife coating. 

In roller coating the desired thick- 
ness may be obtained in a single 
rolling operation; the knife coating 
method requires several applications 
of vinyl. 

The processing of the fabric be- 
fore application of the vinyl is a 
story in itself. As a first step the 
“raw” gray goods may be sized or 
desized, or bleached, depending on 
final requirements. The material is 
then dyed in jig dyers under heat 
with vat dye colors. A washing re- 





moves excess dye. 

The material is then pulled over 
a series of drying cans heated by 
steam. Following the drying cans is 
a long oven-like structure where final 
drying takes place. 

Where it is desired that the fabric 
have a “feel” it is napped. The ma- 
terial is drawn over a series of nee- 
dle-covered rollers. The fibers which 
then protrude ure pricked or broken 

(CONTINUED ON PAGE 65) 





** Display moves more 
merchandise faster 
with greater profit ** 


Fa) 17th ANNUAL 
FALL & CHRISTMAS 
DISPLAY SHOW: 
CHICAG 


National Association of Display Industries 
Hotel New Yorker, New York City, N. Y. 


C. HILTON 
HOTEL 





The biggest demand is for THIS BIGGEST NAME BRAND! 


_-- 7~" Your customers will ask for 


—~ T)ANSKINS 


full fashioned and seamless 


TIGHTS - 


NEW FALL PRICES 


All Popular Constructions \ 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
“‘Ivy-League”’ Stripes 
WOMEN’S SIZES in same 
constructions as above 


LEOTARDS 


for Children 
for Women 


* All Prices are Retail 
¢ Immediate factory delivery 


¢ Order direct * Write for 
illustrated Catalog No. B-6 


$2.95 
$3.50 

$3.50 | : 
$3.50 | quality! 


$3.95 


LEOTARDS - TRUNKS 


knit of 
stretch nylon 


Best sellers everywhere! Stores get terrific 
response when they feature Danskins—the 
name consumers recognize for finest 


Tights and Leotards, knit-for-perfect-fit in 


20 fashion colors, to wear matched or mixed. 


from $3.50 
from $4.50 


U.S. PATENTS NO. 2,697,925 * NO. 2,706,389 + NO. 2,799,023 


DANSKIN, IN 
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437 Fifth Avenue, New York 16, N. Y. é 
» DIVISION OF TRIUMPH HOSIERY MILLS 


America’s foremost 


stylists and 


Your customers will see DANSKINS colorful advertising in 


e Seventeen ¢ Mademoiselle ¢ Glamour 
¢ American Girl ¢ Dance ¢ Ski ¢ Skating 
e N.Y. Times Magazine ¢ Fashions of the Times 


¢ The New Yorker 


TIE-IN for BIGGER VOLUME! 


makers of tights, leotards and trunks 





Functional Footwear 
(CONTINUED FROM PAGE 51) 


the ball is substantially flat—with a slight concave groove 
at the center of the ball. (See Figure 26.) Thus, the 
inside of the shoe at the ball becomes the mirror image 
of the last. Remember, for efficient function of the meta- 


26. At right is conventional last with rounded bottom across ball. At 
left is a functional last, with over-all level surface, and with slight 
concavity in center. This conforms to structural and functional design 
of ball of foot. 


tarsal area, the ground surface must permit that meta- 
tarsal “arch” to be flat or slightly arched. The functional 
last is designed to fit to this functional requirement. Body 
weight is now properly distributed over the forefoot. The 
forefoot maintains good balance. The toes are free to 
flex easily and thereby exert their full propulsive power 
in walking. 

Laboratory gait records of foot function of hundreds 
of nurses wearing conventional and functional shoes of 
equal heel heights show an impressive result. Pressure or 
weightbearing on the middle metatarsal head averages 
37 per cent greater in conventional shoes than in func- 
In short, the “fallen” metatarsal arch is 
substantially more frequent in the conventional shoe. 


tional shoes. 


The common use of “metatarsal pads,” either built into 


the shoe, or purchased and inserted separately, to relieve 
discomforting symptoms in the ball area, attests that the 
root of the problem is in the last and shoe, not in the 
foot, says the Laboratory. The pad simply serves to fill 
in the saucer-like cavity at the ball of the shoe. The 
result is to create a relatively flat surface, or slightly 
arched surface, inside the shoe. But when these pads 
depress with wear, the symptoms return. Why, asks the 
Laboratory, isn’t the required design at the ball incor- 
porated in the last to begin with? In functional lasts it is. 


“Functionalizing” the Last 


One of the most important developments to come out 
of the Laboratory is a special system by which any style 
of regular or conventional last can be converted or “trans- 
lated” into a functional last of the same basic style. This 
means, simply, that a functional last is made out of a 
conventional last—but without affecting the general ap- 
pearance or style of the conventional last. The changes 
are very real and important, yet aren’t visible to the eye 
in the finished shoe. 

When the Laboratory “functionalizes” an ordinary last, 
it’s a matter of re-distributing the wood so that the 
“corrected” last now has the right balance, tread, heel 
contours and other features necessary to conform to the 
functional requirements of the foot, resulting in better 
shoe and foot performance. 

To accomplish this the Laboratory has developed an 
ingenious scientific device, a precision machine called the 
Contourgraph. From this machine come last diagrams 
called Contourgrams—a sort of X-ray of a last. 


(Note: The third article on “Functional Footwear” will 
appear in the next issue of BooT AND SHOE RECORDER. ) 





e About Shoe People 


Herbert Posner, president of Dr. 
Posner Shoe Company, Inc., of New 
York, and Mrs. Posner left for a 
three-week trip to Central and Ohio. 

South America. In Brazil they will . 
visit a factory licensed to make Dr. Carl 
Posner Ritestart Shoes. Also on 
their itinerary are accounts in Pan- 


for 17 years, has been named man- 
ager of the shoe department of 
Dunhill’s clothing store, Columbus, 


and George Chakmakian, 
who have been associated with the 


received an anonymous letter con- 
taining $20 in repayment of an old 
“overpayment made some years 
ago.” Mr. Neff sent the money toa 
Miami Herald columnist, telling 
him to give the money to his favor- 
. ite charity. The newspaperman 
made note of the happening in his 
column. 


ama, Curacao, Venezuela and Peru. 
* e . 

C. M. Stendal, president of Sten- 
dal’s, Minneapolis, Minn., family 
shoe store, and Mrs. Stendal are 
flying to Europe for a vacation. Re- 
cently they returned from a win- 
ter’s stay in the Southwest and the 
Hawaiian Islands. During Mr. Sten- 
dal’s absence, Jerry Benzel, vice- 
president and general manager, and 
A. M. Smith, controller, are in 
charge of the store. 

© . 

David D. Inskeep, who has sold 

men’s and women’s shoes at retail 
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Dearborn (Mich.) Boot Shop for ie ae tee 


many years, have taken over active 
ownership and operation. Their 
parents, Edward and _ Elizabeth 
Chakmakian, have retired. 
e we es 
Henry H. Rand, president of In- 
ternational Shoe Company, St. 
Louis, has agreed to serve as spon- 
sor for the National Jewish Hospi- 
tal in Denver, a free-care, nonsec- 
tarian medical center for tubercu- 
losis and other chest ills. He has 
initiated a public fund appeal. 
e * - 
Maurice Neff, who manages a 
Beck’s Shoe Store in Miami, Fla., 


Harry J. Home, 28, has been 
named general manager of the large 
Nordstrom’s store at Broadway and 
Morrison St., Portland, Ore. He 
replaces Ray Highbarger, who has 
accepted a retail executive post 
with International Shoe Company. 
Mr. Home, who joined Nordstrom’s 
in 1947 while in school, has been 
buyer of women’s fashion salon 
shoes at Nordstrom’s main store in 
Seattle for six years. Bruce Nord- 
strom succeeds him in that position, 
and Ray Koefod replaces Mr. Nord- 
strom as manager of the firm’s Uni- 
versity district store. 
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Production Story: 
Vinyl Fabrics 
(CONTINUED FROM PAGE 63) 


providing a napped or flannel effect. 

The fabric is then ready for the 
application of the vinyl compound. 

A final step is the printing and 
embossing of the vinyl surface. The 
vinyl is always embossed, and some- 
times both processes are utilized. 
Printing, carried out before emboss- 
ing, is performed in much the same 
way as rotogravure printing. The 
copper engraving roll reproduces the 
inked designs on the plastic as it 
passes through the machine. 

If printing is not required the 
material is embossed immediately 
after the application of the vinyl 
while the surface is still soft. How- 
ever, where the sheeting has been 
printed it must be drawn over a 
heated drum which softens the plas- 
tic before it can be embossed. It is 
then passed between a steel roller en- 
graved with the design and a rubber 
covered roller. 

At this point the design is pressed 
on the vinyl coating, after which the 
vinyl fabric sheeting moves over a 
cooling drum and the design is cast. 

Virtually any design is possible. 
Designs are usually developed 
through photo-engraving. As a last 
operation a bright, dull, or two-toned 
finish is applied. 

As is known, footwear materials 
must be extremely reliable to take 
the beating they are subjected to. 
Moreover, vinyl men report shoe 
manufacturers now want to employ 
vinyls as shoe components where 
there is little information on past 
performance. 

Vinyl testing procedures, such as 
those at Federal Industries, Belle- 
ville, New Jersey, illustrated in this 
article, are elaborate and exhaustive. 
Initially, the raw materials are tested 
against rigid standards as they enter 
the plant. In each phase of the pro- 
duction process both vinyl and fabric 
are sampled. 

As an example of accurate quality 
control, an electronic unit equipped 
with active Strontium 90 in a ham- 
mer head component measures the 
thickness of the coated cloth as it 
passes. The measurement is recorded 
on a graph where the information 
is instantly available to the operator. 

In addition, the finished shoe viny] 
is laboratory tested in machines that 
simulate the conditions of use. A 
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Fade Meter using ultra-violet rays 
and heat produces the effects of sun- 
light and hot weather. A cold box 
creates the effects of temperatures 
as low as minus 65 degrees F. Wear 
is tested by flexing machines and 
abrasion blocks and by actual expo- 
sure to the elements. Federan, Fed- 
eral Industries vinyl fabric, has been 
granted the United States Testing 
Company seal of approval. 

Without question rising leather 
prices have provided vinyl men an 
opportunity virtually without prece- 
dent in the shoe industry. Equally 


without question vinyl men are mov- 
ing to capitalize on this opportunity 
with a well-conceived, highly inter- 
esting product. 


Ronci Co. Opens Showroom 

JOHNSON CITY, N. Y.—The F. 
Ronci Company, maker of shoe 
buckles and ornaments, has opened 
new offices and a showroom here to 
serve the Johnson City and upstate 
New York shoe industry. General 
Manager Larry Albiniano said the 
offices will be under the direction of 
Samuel Ronci. 
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to perfect fitting Alden-Pedic shoes. 


you other customers, too. 
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IN STOCK 


No. 93 Black Alpine 
No. 94 Brown Alpine 


when you fit a foot sufferer 


You have 


also made a repeat customer who will send 


Learn all about our 


exclusive Foot-Balance” program today. 
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Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 32) 


comments on labeling have been 
written and forwarded to the 
Budget Bureau for clearance. (Some 
are negative, others are noncommit- 
tal.) And there the letters now re- 
pose. The Budget Bureau has de- 
cided to sit on the letters for a 
while. 

Meanwhile, Mr. Harris says he 
cannot hold hearings on the Porter 
labeling bill until he knows what 
the letters say, and Mr. Porter can 
do nothing more to advance labeling 
until public hearings are held. 

Labeling is a dead issue—in 1959, 
at any rate. 


Surprising strength is showing up 
this year for a shop-worn proposal 
to create a U. S. Department of Con- 
sumers. This new Department would 
be charged with representing the 
rights of consumers as the U. S. La- 
bor and Commerce Departments now 
represent their segments of the U. S. 
economy. 

The measure was introduced again 
this year by Sen. Estes Kefauver 


(Tennessee Democrat). 
way, he has picked up 23 co-sponsor- 
ing senators. This means the bill 
would have 24 certain votes before 
it ever is the subject of a hearing 
or is debated. 

“The forgotten man in our gov- 
ernmental structure is the American 
consumer,” Sen. Kefauver said in 
introducing the measure. 


Parents are not sending their chil- 
dren’s worn-out shoes to Senator 
Neuberger (Oregon Democrat), al- 
though a nationwide appeal to par- 
ents from Wilbur Gardner (Oregon 
cobbler who wants a shoe labeling 
law) specifically asked them to do 
just that. 

In late May, the only response 
Senator Neuberger had received was 
one postcard from parents who 
stated that they couldn’t send their 
children’s old shoes “because they 
have to wear them out.” 

Not a single pair of shoes, new 
or old, had been received by the 
Oregon legislator. 

Mr. Gardner, in a circular letter, 
parents to send “worn-out 

(CONTINUED ON PAGE 67) 


asks 
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Infants’ Wear Buyer —are you cutting your sales 
in half by not carrying a full line of 


MRS. Ga 


WALKING SHOES? 


The smart buyer does not limit herself to small 
sizes only... she sells the full range of IDEAL 


WALKING 


SHOES for her toddler customers. 


Take advantage of this potential market by 


stocking the 


entire line of these nationally ad- 


vertised shoes... the first choice of mothers 


Style No. 449 

Our famous Flexible 
Walking Shoe. White, 
Brown, Red Elk Laced 
Boot. Narrow, Medium, 
Wide. Sizes: 3 to 8. 


71 WEST 35TH ST. 
NEW YORK 1, N.Y. 


for 57 years. 


MRS. pays Sdeal pany SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


924-A MERCHANDISE MART 6-104 MERCHANDISE MART 
CHICAGO 54, ILLINOIS DALLAS, TEXAS 


Along the- 





THIS MONTH 


New York Shoe Wholesalers, Fall Mar- 
ket Week, members’ showrooms, New 
June 14-17 


Michigan Shoe Travelers’ Club, Summer 
Shoe Fair Caravan, Statler-Hilton 
Hotel, Detroit July 12-14 
Baltimore Shoe Club and Associated 
Shoe Travelers of Baltimore, Baltimore 
Shoe Show, Lord Baltimore Hotel, 
Baltimore July 12-15 


AUGUST 


Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 1-4 

National Shoe Fabrics Association, 
Spring-Summer Trade Show, Hotel 
Lexington, New York .........August 2-5 

Leather Show, Spring and Summer, Tan- 
ners’ Council of America, Waldorf- 
Astoria, New York August 4-5 

Merchandising Clinic, National Shoe 
Manufacturers Association, Statler- 
Hilton Hotel, New York .. August 6-7 


SEPTEMBER 


Michigan Shoe Travelers’ Club, Michi- 
gan Shoe Fair, Statler Hilton Hotel, 
Detroit .................September 13-15 
Midwest Shoe Travelers’ Association, 
Shoe Market, Palmer House, Chicago 
September 13-16 
Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla.. .September 26-30 
New England Shoe and Leather Asso- 
ciation, Advance Spring Market 
Week, Hotels Statler Hilton and 
Sheraton-Plaza, Boston 


September 27-October | 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal October 4-8 

Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago ..........October 21-23 

National Shoe Travelers’ Association, 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago ...........,.October 22-23 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 

October 25-29 


ee J 





‘Brown Shapes’ Starting Date 


NEW YORK—Merchants joining 
in the “Shoe Shapes in Brown” fall 
promotion of the National Shoe In- 
stitute have been advised that Au- 
gust 13 is the official release date 
for window displays, newspaper ads 
and similar material. The promo- 
tion is being built around the Au- 
gust 15 issue of Vogue magazine. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 66) 


shoes of paper” to Senator Neu- 
berger in order to dramatize his one- 
man campaign for a labeling law. 


Another congressman 
for shoe labeling, but 
form. 

Rep. James C. Davis (Georgia 
Democrat) is backing a bill requir- 
ing that any shoes or clothing con- 
taining synthetic rubber be clearly 
identified as synthetic rubber. 

This probably will mean that any 
shoe containing synthetic rubber in 
its construction must be labeled or 
tagged with a printed statement con- 
cerning the presence of synthetic 
rubber. 

The Davis bill (H.R. 6559) is 
now pending before the House Com- 
merce Committee, where the Porter 
shoe labeling bill (H.R. 1320) also 
is reposing. There are no indica- 
tions at present that either the 
Davis bill or the Porter bill is 
headed for early enactment. 

Mr. Davis, whose congressional 
district includes all of Atlanta, Ga., 


is calling 
in limited 


introduced the bill at the request of 
constituent Julian V. Boehm, of At- 
lanta. Mr. Boehm states that he 
is allergic to synthetic rubber, and 
he believes that there should be a 
federal law requiring the identifica- 
tion of synthetic rubber in footwear 
and apparel. 


Retailers and other small busi- 
nessmen are applying for Small 
Business Loans at a rate that threat- 
ens to run the agency out of money. 

Congress is being asked by SBA 
for another increase in its lending 
authority. Under legislation spon- 
sored by Rep. Perkins Bass (New 
Hampshire Republican), the SBA 
lending fund would be increased by 
$200 million above its present $900 
million. 

This was not a direct appropria- 
tion, but established a revolving loan 
fund. The agency, in business five 
years, says that it will be another 
year or two before repayments on 
loans already made start coming in 
fast enough to meet the demands for 
new loans. In the meantime, it wants 
an increase in the fund. 


Fast-talking “advance-fee swin- 


dlers” are in a new racket—a loan 
placement scheme. 

This warning comes from a spe- 
cial Senate investigating subcommit- 
tee, which says these operators are 
milking from $30 to $50 million a 
year from hard-pressed small busi- 
nessmen. 

Under the new scheme, an advance 
fee operator offers to secure a loan 
for a small businessman who needs 
cash and has been unable to obtain 
it from banks or other lenders. The 
operator collects a fee in advance 
ranging from $150 to $2,000—even 
as high as $11,000. 

After signing a contract, the busi- 
nessman discovers he has paid only 
to have his loan request placed be- 
fore a lending agency. In most 
cases, the lender, like the ones he 
has already contacted, refuses to 
grant the loan. 

A bill is pending in Congress to 
help the government crack down on 
phony advance fee operators (not 
all are swindlers). The Federal 
Trade Commission and the Post Of- 
fice Department have a dozen under 
investigation now. The new law 
would help end the racket. ®@ 





pride 
in each 
other’s 


... 80 light, 


so flexible, 


company 


so resilient, 


you can roll it up 


... right in the palm 


of your hand. 


Milwaukee Shoe Co. 
#7026 
#7790 (Oxford model) 


e Goodyear welt, 
russet elk, 
plain toe blucher 


Twill-lined vamp, 
steel shank, 
cushion insole 


Vul-Cork sole 


MILWAUKEE 
KING 


VUL-CORK DIVISION, CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 
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Manufacturing News 
(CONTINUED FROM PAGE 59) 


The prospects for St. Louis producers to do a large 
volume of business in this walking shoe group seem good, 
all producers agree. They are optimistic over fall pros- 
pects which, ordering shows, will be good to excellent in 
volume. The fact that many of the branded shoes coming 
out of the St. Louis area fall in the mid-price bracket is 
expected to give extra impetus to sales, since the average 
woman customer wants to keep her spending for an every- 
day casual down under the premium price level. 

Some 300 delegates, representing 60,000 United Shoe 
Workers of America, AFL-CIO, met in St. Louis in May 
for their eleventh biennial convention. During the week- 
long meetings the group passed a resolution calling for 
a wage rise from $1 to $1.25 per hour, with coverage ex- 
tending to 20,000 workers not now under the minimum 
wage law. A 35-hour, seven hour per day work week with 
no less pay was recommended to Congress as a way of 
relieving unemployment. Renewed attempts to organize 
shoe workers not now in the union were pledged. The 
group discussed limitation by the Government on impor- 
tation of foreign footwear. Newell Brown, United States 
Assistant Secretary of Labor, addressed one of the con- 
vention sessions. 


Chicago 


THE outlook is optimistic and business is good at this point 
in the Chicago area. Substantial sales increases are re- 
ported generally, despite the price problem and its com- 
plexities. The sales increases are in pairage as well as 
dollar volume. They are expected to increase as long as 
the market continues to rise. 


May we send you an illustrated brochure? 


Chairnitithes d 


Retailers are buying both on the expectation of good fall 
business and as a hedge against further price hikes. This 
has been evident in orders placed with salesmen in their 
regular calls and in business written at regional shows. Un- 
solicited orders, that is those that come in the mail, are 
running anywhere from five to ten per cent ahead of a 
year ago. 

Business in general also shows an increase of five per cent 
over a year ago and some seven to eight per cent over spring 
booking. Retail inventories have climbed somewhat. But, 
thus far, this is of no concern. Rather, it is considered an 
advantage. Many retailers were short for spring and hope 
to avoid a repetition this fall. A number believe that shoes 
in the store now or ordered now are “money in the bank.” 

There is a marked heightening of competitive shopping 
for prices. Many, in fact most, retailers contend they do 
not intend to downgrade. However, most of them are 
expanding their existing lines to include lower prices. They 
retain present lines with price increases, but they are seek- 
ing replacements for price categories they have lost. This 
is particularly true of children’s shoes in the $5 to $7 
bracket. Retailers who have had to go to $8 to $10 have 
bought new lines to stay in this field. 

There is a growing interest in shoes to be made up 
under private labels. This process allows for better mark- 
up, a serious problem at this point. This trend will prob- 
ably grow. Factories offering moderate price women’s 
fashion shoes in case lots have done particularly well with 
independent retailers and smal] chains. 

The price increases have stepped up buying, but there 
is no panic ordering at this point. However, it has meant 
seasonal commitments completed well ahead of schedule. 

The price picture is no more stable or no clearer here 
than in the rest of the country. It isn’t expected to improve 
for a year. Price changes have been frequent, and will 

(CONTINUED ON PAGE 70) 
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Understanding Open-to-Buy Controls 
(CONTINUED FROM PAGE 45) 
Form 4 analyzes the OTB situation in Women’s shoes 
as divided between Dressy and Casual types. 


At the same time another insignificant amount of OTB 
was uncovered in Low Heels. And please take note that 
a further analysis of Low Heels might similarly uncover 
more OTB in some element while disclosing an over- 





FORM 4 - WOMEN’S SHOES (a) 
FEBRUARY OTB 


(b) (c) (d) (e) 





Planned 
Sales and 


Shrinkage 


BOM 
Actual 
Inventory 


atb-c 


Open to 


Receive 


EOM Plan 
Inventory 


Orders 
Placed 





DRESS $1,760 


CASUAL 440 


$11, 600 $11, 500 $1,860 | $2,600 


3,000 3,000 440 400 





TOTAL WOMEN'S (cf FORM 3a) $2, 200 





$14, 600 $14, 500 $2,300 | $3,000 | $700 




















Form 3A showed that Women’s shoes were overbought 
$700. But in Form 4 it becomes apparent that this is 
due to something wrong in Women’s Dressy Shoes which 
are overbought $740. At the same time we have distilled 
another $40 of OTB—this time in Women’s Casual Shoes. 
Now this is an insignificant amount of open-to-buy. But 
under other conditions it could have turned out to be 
as important as the $600 OTB uncovered in Children’s 
Shoes. 


bought condition in another. 

Form 6 makes this kind of analysis for the High Heel 
classification of Women’s Dress Shoes. This is done by 
dissecting them into color and leather categories. 

By this time it appears that Women’s Shoes are really 
$1,100 overbought! However, we have distilled another 
$320 of OTB—this time in Black Calf. The algebraic sum 
of minus 420, minus 300, minus 380 and plus 320 yields 
a minus 780, which is the net overbought condition in 





FORM 5 - WOMEN’S DRESS SHOES (a) 


(b) (c) (d) (€) (f) 





FEBRUARY OTB 
Planned 
Sales and 


atb-c 
Open to 


BOM d-e 


EOM Plan Actual Orders 





Shrinkage 


Inventory 


Inventory 


Receive 


Placed 


Buy 





HIGH HEEL 
LOW HEEL 


TOTAL WOMEN'S DRESS 
(cf FORM 4) 


$ 920 


840 


$ 6,400 


5, 200 


$ 6,500 


5,000 


$ 820 


1,040 


$1, 600 


1,000 








$1,760 





$11, 600 





$11, 500 





$1, 860 





$2, 600 





$740 








Form 5 analyzes Dress Shoes by High and Low Heel 
categories. 

Now the trouble is becoming more centered. Women’s 
shoes are more heavily overbought than was at first 
apparent; and the difficulty seems to be in High Heels. 


Women’s Shoes. Once again, if the single figure of $780 
overbought had been the only information available from 
a lumped group control of Women’s High Heel Dress 
Shoes, it might have masked the need for $320 in goods 

(CONTINUED ON FOLLOWING PAGE) 





FORM 6 - WOMEN’S HIGH HEEL DRESS SHOES 
FEBRUARY OTB 


(a) 


(b) 


(c) 


(d) 


(e) 


(f) 





Planned 
Sales and 
Shrink age 


EOM Plan 
Inventory 


BOM 
Actual 
Inventory 


atb-c 
Open to 


Receive 


Orders 
Placed 


d-e 


Buy 





BLACK CALF 
BLACK SUEDE 
PATENT 

ALL OTHER 


TOTAL WOM. DRESS HIGH HEEL 
(cf FORM 5) 
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$320 
360 


40 


$2, 240 
1,040 
1,040 


2,080 


$2, 240 
1,820 
480 


1, 960 


$320 


420 


$ -0- 


aie 











$6,400 





$6, 500 




















needed to supply the full requirement of Black Calf shoes. 

To recapitulate, these successive analyses have demon- 
strated the need for understanding how a situation simply 
described as being “$300 overbought” can involve a com- 
plex totalling $1,300 in overload and $1,000 open-to-buy. 
The elements involved may be summarized as follows: 

As to Mr. Likely’s course of action under these cir- 
cumstances: that will be discussed in further articles. In 
brief, it is to be noted that: 

1. The situation is not as bad as it would appear 
to the uninitiated; 
2. Since it may be too late to get effective results 


from markdowns of Black Suede, they may have 
to be carried in their overbought condition, re- 
quiring an upward adjustment of future planned 


inventories for the store; 


. The Patent group presents no serious problem 


since it is on the threshold of its major season 
and can be balanced with care in the placement 


of March orders; 


. Other colors in Women’s Shoes seem to be in a 


situation resembling that of Patent leather; 


. Men’s & Boys’ is not very dissimilar, although it 


appears to have a touch of the overload noted 
in Women’s Black Suede; 


. The open-to-buy in Children’s and in Women’s 


Black Calf should be covered by 


orders since they seem to indicate the worst 


immediate 


penalty of all—disappointed customers and lost 
business. 





FORM 7 - RECAPITULATION OF FORMS 3a to 6 


OVERBOUGHT 


OPEN TO 
BUY 


FORM NO. 
REFERENCE 


CHILDREN'S 


MEN'S & BOYS' 


WOMEN'S CASUALS 


WOMEN'S LOW HEEL DRESS 


WOMEN'S HIGH HEEL DRESS 
Black Calf 
Black Suede 
Patent 
Other 


TOTAL STORE 


$1, 300 


$600 


$200 


420 
300 
380 


$1, 000 





Manufacturing News 
(CONTINUED FROM PAGE 68) 


continue to be so. Some firms are giving a month’s notice 
with each increase, others less than that. Some staple 
houses have announced that they will not accept any large 
makeup orders at this time for long term future delivery. 


New England 


Pr ACTICALLY all New England shoe manufacturers now 
have enough orders on hand to insure full-time operation 
until early fall shipments have been completed. 

Even those manufacturers of women’s dress and novelty 
footwear who, as recently as early May, found it difficult 
to get prices made necessary by increases in materials 
costs, now say that this handicap has been overcome. 

These same companies, however, are unwilling to accept 
orders for still later delivery. Despite the willingness of 
buyers to place business for later than August delivery, 
manufacturers are in no position to quote firm prices. The 
trend, they point out, is still up, but how much, and when, 
is another question. It is true that hide prices have 
dropped somewhat in recent weeks but the fact remains 
that there is a hide shortage and no amount of argument 
can convince trade economists that this shortage is to be 
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relieved in the near future. 

Probably the brightest spot in the over-all bright pic- 
ture, these observers say, is the volume of orders placed 
for men’s work shoes. Without effective resistance, these 
have advanced as much as $1.50 per pair at wholesale in 
extreme cases. The lack of price resistance here, it is 
pointed out, stems from the rapid increase in employment. 
This rose from the depths of last year’s recession to a new 
April peak of more than 65,000,000, according to govern- 
ment figures recently released. Unemployment during that 
month was at the lowest it had been since December, 1957. 


Los Angeles 


Business has remained at the same level for the past 
two months. The manufacturers are busy with summer 
orders. The raise in prices has had no particular adverse 
effect to date; everyone seems to be taking it in stride. 
March and April were two good months. May started 
a little slow for some but increased in momentum as the 
month went on and when the tallying is completed it is 
expected to have produced another good month, rounding 

out a profitable quarter. 
Some manufacturer’s representatives have been in the 
position of being able to sell some of their popular styles 
(CONTINUED ON PAGE 71) 
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at the old price due to advance cuttings and commitments. 
Harry Thoman, Southern California representative for 
H. C. Godman, is in that fortunate position with his Tarsal 
Tred pump. It is available in a complete range of sizes 
at the regular $10.95 price. He feels he can hold this 
price line until September. 

Reps have been doing well on orders for young boys on 
sandals with leather strap tops and composition soles; 
canvas rubber soled oxfords; and for dress light weight 
perforated toed moccasin slipons. 


Editorial 
(CONTINUED FROM PAGE 35) 


from chains when hiring shoe fitters and salesmen. Job 
for job, higher wages for larger stores mean higher wages 
for smaller stores, too. 

With large operations under regulation it would not be 
long before the unions and labor politicians turned their 
attention to the smaller stores. Where would the line 
eventually be drawn? Would it be fixed at the $500,000 
figure? Would it be $300,000, $100,000, $50,000 or less. 

Only those businessmen who have had experience with 
record keeping know how demanding the government is 
and how expensive and time-consuming the record keeping 
they require can be. Most retailers simply do not have 
the costly legal and accounting specialists necessary to 
maintain such records. 

The passage of S. 1046 would introduce a completely 
new concept of federal authority, and give to Washington 
the power to regulate local commerce. Once this breach 
had been made, more and more regulation of business, 
large and small. in labor and other areas, would be forth- 
coming. 

Organized labor would have small business believe that 


it is exempt and actually would profit should S. 1046 be 
passed. If labor is successful in its “divide-and-conquer” 
strategy and the bill becomes law, small and large busi- 
ness will suffer side by side in the long run. The hearings 
hefore the Senate Subcommittee have been completed; 
the bill may soon go to the floor. But the need for united 
action by retailing remains undiminished. There is little 
likelihood that the Congress will complete action on the 
bill this year. But every retailer, large or small, should 
write to his congressman expressing strong opposition to 
this bill. 


The time to do so is now! 


Arrear View Mirror 


A Detroit merchant sends a bill that has previously been 
long delayed in payment in a “gag paper” form. It is 
priuted on blue paper that has been treated chemically in 
such a way that it works like litmus paper, i. e.: changes 
from blue to red when wet. With it goes an enclosed memo: 

“If you don’t send payment, at least shed tears for me 
(even crocodile tears) over this bill and watch it turn the 
color we all dislike to enter in our books. Of course, if 
you don’t feel like playing games, please send check for 
the amount owed, which will be sincerely appreciated.” 

* * * 

About the only thing which doesn’t become smaller when 

contracted, is Debt. 


IBM’s greatest invention would be a mechanical taxpayer. 

When the ancient Romans put on their shoes, they were 
very careful to dress the right foot first, if they subscribed 
to a popular Roman superstition, which declared that it 
was bad luck to do otherwise. 


ONVERTIBLE 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 


and day. 


ROTO-LOK 
€ INSERT 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 


the position the doctor 


desires. 


PROTRACTOR =r SE 
EMBOSSED ON 


SOLE OF SHOE 


BAR INTERCHANGEABLE 
WITH FILLAUER CLAMP 
TYPE OR RIVET-ON BRACE 


MANUFACTURED EXCLUSIVELY BY 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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Letters... 
Prices: ‘Time to Hold the Line’ 


It’s time to yell about prices! I’m 
yelling for our faithful customers of 
many years. 

Manufacturers may well be able to 
justify their increases, and they may try 
to prove by income statistics that sales 
volume in units will hold. But in our 
particular situation, at least, we believe 
it is a time to hold the line. 

The increases on shoes have kept so 
far ahead of our apparel items (which 
have hardly changed in price in five 
years) that it’s getting to the point 
where we can no longer sell shoes to 


some of our apparel customers. 

We had a storewide gain of seven per 
cent last year in spite of unchanged vol- 
ume in footwear. Therefore, we sold less 
units in footwear when our store was 
going ahead by leaps and bounds. To 
me, that signifies a too-high price struc- 
ture in footwear. 

Now, to add more insult to injury by 
increasing prices again—that is really 
inadvisable from where I sit! 

We are a small, independent opera- 
tion, but we feel as observant as the next 
guy and the “image” of the customer 
in our eyes is almost, if not exactly, the 
same as the customer image in the big 
boys’ eyes. 
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ja da pom 


you. go! 


7 Dunham's Tympleans® , , 
for relaxed walking pleasure in 
soft glove leather, with cushion comfort 
insole, full glove leather lining 

and ribbed crepe sole. 

Unmatched in comfort — for anywhére 
you roam! 


. Styled 


DUNHAM’S NYROLEANS ° 


In styles for every me aber of youre 


If they're not DUNHAM’S = 
they're not TYROLEANS 


Write today, for complete information. 


Distributed in the East by 
DUNHAM BROTHERS COMPANY, 
Brattleboro Vi. 
in the Midwest by 
AINSWORTH SHOE COMPANY, 
Toledo Ohio 


in the Northwest by 
DODSON FISHER COMPANY, 
St. Poul, Minn. 


in * Southwest b 
ROSENBERG & SONS, 
New Orleons, Lo. 





| 
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This eye-appealing ad in HOLIDAY 
is only part of the Dunham's 
Tyroleans® advertising story — 
an exciting ‘adventure in comfort’’ 
story that’s being read by millions 
in the nation’s leading magazines 
for men and women. For volume 
sales, there’s no substitute for 
genuine Dunham's Tyroleans® — 
the line of outdoor footwear your 
customers are pre-sold on! 


DUNHAM BROTHERS COMPANY 


Brattleboro, Vermont 
In Canada: Greb Shoes Ltd., Kitchener, Ont. 











To me, at the moment at least, the 
customer would be most unreceptive to 
price increases in shoes. The manufac- 
turers’ motivation research boys might 
tell them otherwise, but they don’t wait 
on customers. 

WARREN J. GREEN, PRES. 
GREEN’S DEPT. STORE, INC. 
MIDDLETOWN, N. Y. 


e Retail Openings 


F. and R. Lazarus & Company, 
Columbus, O., has opened a new 
men’s shoe department on the 
newly-remodeled second floor of the 
big department store (estimated 
sales, $100 million a year). 

Both selling and stock areas are 
larger than those in the previous 
department. Also enlarged is the 
assortment of styles and sizes. 

The area is decorated with new 
display tables and a series of wall 
murals which depict sports scenes 
of the 19th century. 

The department was enlarged as 
part of the Lazarus expansion pro- 
gram, which this year involved an 
eight-story addition. Shoes were 
moved adjacent to other men’s 
clothing departments. 

e e a 

Samuel Green is owner and man- 
ager of a new family shoe store 
opened recently at 1056 Blue Hill 
Ave., in the Dorchester section of 
Boston. The business is known as 
Samuel Shoe Store. 

e * 

Formerly a men’s shoe store ex- 
clusively, the Campbell Shoe Com- 
pany, Montgomery, Ala., was trans- 
formed into a family operation after 
a year of extensive remodeling. Its 
former space was more than 
doubled. Owner William F. Camp- 
bell awarded two $100 U. S. savings 
bonds and a bicycle at the grand re- 
opening of the 53-year-old firm. 

e e ~ 

The Thom McAn chain opened a 
new family shoe center at Orange 
County Plaza, Garden Grove, Calif. 
Omar Hanna has been named man- 
ager of the new unit, the company’s 
51st in California. 

The chain also opened a family 
center at Fox Plaza Shopping Cen- 
ter, El Paso, Tex. Leroi Hess is 
manager of the unit. 

Still another Thom McAn unit 
has opened in Waukegan, IIl., with 
shoes for men and boys. Robert 
Fedel is manager. 
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..-- Salesmen on the Road 





by BERNICE S. DECKER 


The Traveler and Fashion 


FASHION knowledge of shoes 
separates the “salesmen” from the 
“order takers.” So says a recent 
“Know-How” bulletin of Indepen- 
dent Shoemen. The current instal- 
ment of the Salesmen’s Division 
course is entitled “The Shoe Trav- 
eler and Fashion.” 

The lesson points out that many 
smaller retailers have a _ limited 
knowledge of fashion. Hence, this 
is the place for the shoe traveler to 
prove his worth to the customer, to 
his firm and to himself. 

We quote: “Do not neglect your 
customer in this respect because 
fashion is the ‘elixir’ that tones up 
his business system. It’s the frost- 
ing on his cake. Without it, his 
staple merchandise (even if he does 
80 per cent of his business on these 
items) tends to be drab and old 
hat.” 

Travelers are urged to help re- 
tailers coordinate the fashion phase 
of their business, to see it as the 
best source of extra profits. 

Incidentally, we are told this 
“Operational Know-How” educa- 
tional series continues to bring in 
manufacturing firms and their en- 
tire sales forces as I. S. members. 


More on the Distaff Side 


A FEW columns back we did a 
short piece on the women in this 
side of the business. And we said 
the distaff side was somewhat 
“scanty.” It turns out it isn’t as 
scanty as we thought. There are 
enough girls selling shoes on the 
road and to retail accounts to make 
them important feature material 
for this column. 

We found, for instance, that there 
are three of them right in the Mar- 
bridge Building in New York, the 
nation’s largest wholesale shoe sell- 
ing center. We’re going to cover 
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those girls first. We'll mention 
others later. We hope we won’t miss 
any. If we do, we hope they will 
fill us in on the details. 

The Marbridge “‘saleswomen on 
the road” are Terry Iles, Mildred 
Masback and Toby Lichtman. 


The last named is with Jay Shoe 
Manufacturing Company and sells 
entirely from her office. She has 
been with Jay for three and a half 
years, sold for Troylings before 
that. She’s an ardent golfer. 


MRS. MASBACK, who is known 
to the trade as “Mil,” had ideas of 
becoming a writer when she grad- 
uated from Wellesley. But, she did 
social work until her father, who 
founded Colt-Cromwell, persuaded 
her to take over the New York of- 
fice for the company. She also took 
over the territory of two salesmen. 

That was 21 years ago and she’s 
been at it with the line of riding 
boots ever since. She’s become 
known as the “boot lady” in some 
18 states in the Middle West and 
the South. She travels 18 weeks of 
the year, using planes, trains and 
buses. 

Mrs. Masback admits the biggest 
job is struggling with her samples. 
She calls on department stores, 
shoe stores, men’s furnishings 
stores, sporting goods stores, Army 
and Navy stores. Riding boot busi- 
ness is on an upward trend, she re- 
ports, because of a revived interest 
in riding as a sport all across the 
country. 

Mrs. Masback has two grown 
children, a son and a daughter, and 
two grandsons. She works cross- 
word puzzles and double cross- 
sticks on the long travel hauls. For 
her vacations she likes to travel— 
providing it’s by ship. Her next 
trip will be to either the Mediter- 
ranean or South America. 


SCOTTISH-BORN Terry Iles had 
no experience in the shoe business 
when she first came to this country 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Gr d Blvd., E 


mu. 





in 1943 with a group of exporters 
from England. 

She had hoped to build a mail 
order business of British imports, 
and shoes and slippers were among 
18 different items. She saw that 
shoes and slippers had possibilities, 
but that they would have to be 
restyled for this market. Her line 
has now become known as Lady Iles 
of Mayfair and Lassies, Inc., and 
includes slippers, boots, and shoes. 


Mrs. Iles chose America as a new 
home for herself and her three chil- 
dren. She had lost her husband at 
Dunkirk. She started out with slip- 
pers, as she describes it, “cold— 
and the hard way.” It took a while, 
but eventually she caught on to 
what was needed and wanted. And 
the slippers caught on too. 


Mrs. Iles maintains headquarters 
in the Marbridge Building and does 
considerable traveling around the 
country. She also attends many 
shoe shows. 

She calls on family shoe stores 
and department stores. 

She spends some time in England 
each year visiting the factories 
where her shoes are made. She also 
has another tie with England: she 
writes a regular drama column on 
the Broadway theatre for a British 
paper. 


Noted Here and There... 


Ed Flax, the genial manager of 
the Baltimore sales office for Gen- 
esco, is about to celebrate his 40th 
anniversary. He and Mrs. Flax are 
planning a trip to the West Coast 
this month and look forward to see- 
ing a lot of old friends in the in- 
dustry. 

J -_ = 

THE 1959 Buyers’ Guide and 
Membership Directory of the Mid- 
west Shoe Travelers’ Association 
is off the press. It includes a sched- 
ule of shoe shows through May 
1960. Listings include all cate- 
gories of shoes and slippers. Freight 
firms are also listed. 
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Retailers Accept Increases Without Complaint: 


Some Early Buying Seen at Detroit Show 


DETROIT—Some evidence of ear- 
lier-than-usual buying was apparent 
at the Fall Shoe Fair sponsored here 
in mid-May by the Michigan Shoe 
Travelers’ Club. Such action was 
prompted by the probability of fur- 
ther price increases by manufactur- 
ers. 

Little if any resentment of cur- 
rent price increases was expressed 
by retailers at the show. They 
seemed to accept the upward trend 
as part of the general economic pic- 
ture. This attitude may have been 
due in part to retailers’ discovery 
that price increases are rarely rec- 
ognized as such by their customers. 

The show opened on Mother’s Day. 
Consequently, although traffic was 
lighter than usual, it was considered 
good. Activity increased on the fol- 
lowing two days. And the majority 
of exhibitors were well satisfied with 
the number of orders written. They 
ordinarily anticipate only partial or- 
ders at this May show, since most 
retailers complete their fall require- 
ments at the Michigan Caravan 
Show held here in July. 

Generally speaking, retailers liked 
the new styles, colors and materials 
displayed. 

Closed pump patterns accounted 
for the bulk of orders on women’s 
dress shoes. Approximately 92 per 
cent of sales were on the needle last, 
while the remainder was divided be- 
tween conservative “old style’ pat- 
terns and the extreme “needle nee- 
dle” patterns. 


Volume in Black 

As to be expected, volume sales 
went to black calf and black suede. 
Deldi suedes and calfskins in early 
fall colors were getting a fair share 
of the orders. Of particular interest 
was the increase in sales of clear 
vinyl shoes for dress-up and formal 
wear. 

Women’s and misses’ casual lines 
showed a great deal of variety and 
clever innovations. Gum-drops took 
on a “new look” with minor pattern 
changes to remain one of the best 
sellers at the show. Nylon velvet 
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was used extensively in saddles, loaf- 
ers and other casual patterns. This 
sturdy material was reported to be 
proving popular with the buying 
public because of its good looks, easy 
upkeep and water repellency. 

Sales of classic saddle shoes were 
strong. And in Detroit it’s the black 
and white elk saddle with black 
crepe sole! 

Many exhibitors noted a tendency 
among buyers to go back to a “little 





Michigan Retailers Elect 
New Officers, Directors 


DETROIT—George H. Leathers 
of Wyandotte has been elected 
president of the Michigan Shoe Re- 
tailers Association. He succeeds 
Herbert Burr of Birmingham, who 
becomes chairman of the board. 

R. V. Todd of Pontiac is the new 
secretary-treasurer. William Budny 
of Dearborn and C. E. Masters of 
Alpena become first and second 
vice-presidents, respectively. 

New directors elected for three- 
year terms are Milton Shapiro of 
Hamtramck and Fred Elliott of 
Flint. Re-elected for three years 
were Harry Peck, Lansing; V. A. 
La Porte, Bay City; C. Ralph Clark, 
Muskegon, and Earl Cartwright, Al- 
bion. Re-elected for a two-year 
term was F. A. Vogel, Ludington. 





more shoe” for fall selling because 
many of the lighter weight styles 
just don’t supply enough protection 
and wearability for Detroit weather. 
excellent on snow 
boots for women. A new cossack 
pattern with an up-or-down cuff 
gained much attention. 


Selling was 


A real impact was made in the 
men’s dress shoe lines with the in- 
troduction of the new “B and B”’— 
brown with a black accent. 


Chukka Boots Sell 


For casual wear, chukka boots in 
brushed leathers were best sellers. 
A new feature in this category was 
a “nylon flax” lining for warmth. 


Another good seller was a line of 
completely waterproof boots and 
shoes for rugged outdoor wear. 

Girls’ dress shoe lines—in the 
11% to 3 size range—featured ta- 
pered-toe pumps and swivel-straps in 
suede, velvet and patent. In the lit- 
tle girls’ 4 to 9 size range, T-straps 
and swivel-straps were best sellers, 
with patent first choice. 

The big news in the growing girls’ 
and misses’ category was in high- 
style “little shoes’ on French or 
Queen Anne heels. Enthusiastically 
accepted, these styles were bought 
in suede and soft calfskin. Color 
preferences were black, brown, 
green and red. 

Orders placed with boys’ dress 
shoe manufacturers were primarily 
on black, narrow-lasted, three-eyelet 
ties. Favored styles included swirl 
design vamps and moc patterns. The 
preferred shoes for school and cas- 
ual wear were glove leather or buck 
moc-toe ties on crepe rubber or 
ribbed soles. Sales were reported 
excellent on chukka boots for boys. 


Baltimore Show May Attract 
Buyers Uncommitted for Fall 

BALTIMORE—A growing reluc- 
tance to buy early on the part of 
seaboard retailers promises height- 
ened activity at the coming Balti- 
more Shoe Show, according to a show 
official. 

Many independent retailers faced 
with cash and space problems have 
failed to buy for fall and winter, the 
official said. They prefer to have 
manufacturers warehouse stock until 
fall trends at the neighborhood level 
crystallize further. 

The show, to be held at the Lord 
Baltimore Hotel, July 12-15, should 
provide a target event at which these 
independents will commit themselves, 
the spokesman said. The show is 
sponsored by the Associated Shoe 
Travelers of Baltimore and the Bal- 
timore Shoe Club. 

Plans are being laid for the “big- 
gest show in 10 years.” 

Gil Katz, chairman of the enter- 
tainment committee, announced that 
a banquet is planned. Featured will 
be stars of radio, TV and the theatre. 
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Macy’s Shoppers See 
LIA Fashion Shows 


NEW YORK—A week-long series 
of women’s shoe fashion shows was 
staged here for customers in Macy’s 
shoe department. Theme of the 
shows: “Isn’t Leather Wonderful!” 

Officials of Leather Industries of 
America, which presented the shows, 
said an average of several hundred 
customers was on hand for each of 
four showings. The shoes ranged in 
price from $4.99 to $25. 


Five fashion models demonstrated 
more than 60 different pairs in town, 
country, travel, summer and pre-fall 
categories. Casual and dress pumps, 
sandals, stacked leather heel walking 
shoes, brown leather shoes for sum- 
mer, and grays, browns and blacks 
for fall were among the highlights. 


The widely representative selec- 
tion of shoes included smooth, 
brushed and suede leathers and va- 
rious combinations of these. One 
segment was devoted to white leather 
shoes for every summer occasion, 
ranging from a casual sandal to a 
dressy white calf shoe hand-em- 
broidered in a variety of colors. 

Miss Billie Gould, LIA fashion di- 
rector, was show commentator. 

The show, a semi-annual LIA- 
Macy event since 1954, was pre- 
viewed for Macy’s shoe department 
employees. Emphasis was placed on 
selling advantages and customer sat- 
isfaction in all-leather shoes. 

Macy’s devoted four of its Broad- 
way windows to promotion of the 
show. 


Hahn Chain to Open No. 13 
In Washington, D. C., Suburb 
WASHINGTON, D. C. — William 
Hahn & Company, expanding Balti- 
more-Washington area shoe retail 
firm, will open its largest suburban 
store—the company’s 13th unit— 


this fall at the Wheaton Plaza 
shopping center, Montgomery 
County, Md. The site is about 10 
miles from downtown Washington. 

A lease has been signed for the 
store. According to Gilbert Hahn, 
the firm’s president, it will seat 150 
customers and contain forward 
stock in excess of 30,000 pairs. The 
shopping center is expected to open 
in October. 


June |, 1959 


Shoe News 





Capital Retailer Bids for Suburban Trade 


WASHINGTON, D. C.—Duane’s, 
a middle-to-better grade family 
store, has opened its bid for the ex- 
panding upper-income trade in the 
suburban Virginia area. 

Duane’s is a joint venture of Rob- 
ert F. Kibler and International Shoe 
Company, operators of Queen Qual- 
ity Boot Shop (women’s only) at 
1221 F St., N.W., in the capital. 

Mr. Kibler is vice-president and 


next to our location,” Mr. Kibler ex- 
plains. “We surveyed all the shop- 
ping centers in the metropolitan area 
before deciding to locate in Shirling- 
ton. 

“All the available market studies 
show that the expansion of upper- 
income families in nearby Virginia 
presents the richest retailing oppor- 
tunity for a firm in our position,” 
Mr. Kibler states. Family income in 


Roominess is a feature of the interior of Duane's in Shirlington Shopping Center at 
Arlington, Va., across the Potomac from Washington, D. C. Customers sit in molded 
fiberglass chairs. The store has wall-to-wall carpeting. 


general manager of the Queen Qual- 
ity Shop. 

The joint decision to open a men’s, 
women’s, and children’s outlet in the 
suburban Shirlington Shopping Cen- 
ter was based frankly on the joint 
International-Kibler belief that the 
nearby Virginia area presents the 
richest potential buying segment in 
the Washington metropolitan area. 

The Queen Quality store has been 
in Washington for the past 39 years. 
Mr. Kibler has been associated with 
the firm for the past seven years. 
Previously, he was with Selby Shoe 
Company, Portsmouth, O. 

“We decided to open our new store 
in the expanding Shirlington center 
because Lansburgh’s department 
store is building a large branch store 


this area is among the highest in 
the nation, he points out. 

Duane’s will occupy a remodeled 
bank location. With remodeling, the 
store will have two entrances—one 
facing the business street and one 
facing the vast Shirlington parking 
lot. 

Giant mirrors, 10 by 15 feet, and 
molded fiberglass chairs for custom- 
ers are featured in the 40-by-80-foot 
salesroom. One wall is covered with 
modern strawcloth. In the men’s sec- 
tion one wall is completely covered 
with walnut paneling. A mustard 
carpet extends from wall to wall. 

The new Duane’s outlet is part of 
an overall $5 million expansion un- 
der way throughout the Shirlington 
center. 





Newest Esquire Products Unveiled to Chain Executives 


NEW YORK — The same bold, 
imaginative promotion which rocket- 
ed the cosmetics industry to a top 
position in public interest is now be- 
ing tried for shoe care products by 
Knomark, Inc. 

The man responsible is Irving J. 
3ottner. His promotional methods 
proved successful for Revlon, Inc., 
makers of cosmetics. Now that Kno- 
mark has become a wholly owned 
subsidiary of Revlon, with Mr. Bott- 
ner as president, he is applying the 
same ideas to shoe polishes and re- 
lated products. 

Mr. Bottner spoke before an audi- 
ence of 250 leading shoe chain ex- 
ecutives at a New York luncheon 
last month. He introduced the firm’s 
newest products and said they repre- 
sented increased traffic and volume. 

The new products he introduced 
included a spray shine which can be 
employed anywhere and wiped in- 
stantly to produce a _ satisfactory 
shine. As a telling demonstration of 
the simplicity of its use, the firm of- 
fered Kokomo, Jr., television chim- 
panzee, shining shoes at the entrance 


to the Terrace Room at the Hotel 
New Yorker—where the lunch was 
given. Kokomo has been engaged to 
make a national tour for the firm as 
demonstrator for the aerosol polish. 

Foot-Please, a second new item, 
is an aerosol preparation which can 
be sprayed on the foot over the 
stocking. Effective for the shoe sales- 
man at the fitting stool, it can be 
used on a customer’s tired feet when 
she comes into a store to buy shoes. 

Also shown was Esquire’s Evan- 
geline Colorama Home Dye Kit, de- 
signed to enable women to dye and 
re-dye their shoes easily at home. A 
wide assortment of colors is included 
in the kit. A shine cloth with com- 
pact handles enabling the user to 
keep his hands clean was displayed. 

Brand new on the market is the 
Lady Esquire line of scented shoe 
polishes for women. It consists of 
five aerosol containers for an entire 
shoe wardrobe. A Shoe Care Bar, 
to be attached to wall or closet door, 
provides a practical storage place 
for all shoe care supplies and a con- 
venient way to shine shoes without 


bending over. 

These products, Mr. Bottner said, 
represent ‘“‘a completely new entity 
of profit that is being created by 
Esquire.” Another innovation is the 
idea of a “complete,” autonomous 
“‘business-within-a-business,” an in- 
stallation unit planned as a Shoe 
Care Center featuring every kind of 
shoe care item from Esquire. 


Sibley’s Expands to Largest 
Men’s Shoe Store in Detroit 

DETROIT — Sibley’s Shoes, a 
downtown men’s shoe store, is more 
than doubling its size, from 1700 to 
3750 square feet, by acquiring a 
store next door. Sibley’s, in the Fox 
Theatre Building, thus becomes the 
largest exclusively men’s shoe store 
in the Motor City, and one of the 
largest in the country. 

The addition will allow for 79 
lineal feet of window display space. 
Offices of the company, now on an 
upper office floor, are being moved to 
the main floor. 

Sibley’s operates four suburban 
stores in addition to the downtown 
unit. 





STYLE #1917 


IimLlE PIpRPE's 
an angel when it comes to 
IMMEDIATE DELIVERY 


American baby shoe buyers 
are quick to see that this new 


baby shoe line offers a BIG 


PROFIT margin. 


| FRENCH STYLING — | 
| AMERICAN LAST | 


' What styles! So-o gay, | 
' s0-0 captivating, so typi- 

; cally French. Made on | 
1 American lasts for the ; 
' luckiest, littlest babies 4 
; in America. 


But — can this charming 


Frenchman be counted on to 
deliver the goods when stocks 


rapidly sell out? 


*“‘Certainment,” says Pierre. 


STYLE #1201... 
the softest of 
lambskin, fully lined 
and washable. In 
white, white/pink, 
white/blue and 
white/black patent. 
Sizes 0-3... 4-8 


Write for 


of shoes, and prices. i 
trol of hoe, i 
QP CHAMBORD SHOE CO., INC. oor vcicr — overnight! | 


350 Fifth Avenue * New York 1, N.Y. 


STYLE #1917... 
suede uppers, calf 
trim leather lined. In 
beige or white. 

Sizes 444-8... 
8%-12, Widths 
BCDE 


GENEROUS 
MARK-UP 


The largest factory in ! 

France, producing 8,000 

pairs of shoes a day, | 
| knows how to cut costs 
| — give you better-than- | 
! average mark-up! 


IMMEDIATE 
DELIVERY 
is a snap. 


Little Pierre’s catalog showing his complete line ; Norwalk, Connecticut 


j assures constant stock 
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Wanted: More Fashion Data! 
Idea Brings Woman a Prize 


DENVER — A suggestion that 
more ideas and material on shoe 
fashion should be made available to 
retailers attending the Denver shoe 
shows, won a transistor radio for a 
Nebraska woman. 

Mrs. Jane Livingston of Living- 
ston’s Shoe Store, Nebraska City, 
said such a policy would enable 
small-city retailers to gain publicity 
in their local newspapers when they 
return home. 

“Talking trends in style are the 
most important subject to a retailer 
of shoes,” said Mrs. Livingston. 
“Teenagers are avid for new fashion 
ideas, so we work through teenagers 
and find the older women learn from 
their daughters.” 

The prize for the best suggestion 
by a retailer was presented at a 
breakfast during the Denver Fall 
Shoe Show. Mrs. Livingston’s hus- 
band, Gerald, operates the E. & S. 
Bootery in Nebraska City. 

Other prizes were awarded by the 
Mountain States Travelers to Harold 
E. Curtis, Curtis Shoe Company, 
Greeley, Colo.; G. Schuster, Field’s, 


Greeley; Roy Allen, Vorhes Shoe 
Company, Colorado Springs, Colo., 
and Marvin Reeves, Montrose, Colo. 


Dr. Scholl’s Foot Comfort 
Week Set for June 20-27 

CHICAGO—Dr. Scholl’s Foot Com- 
fort Week, an annual merchandising 
event sponsored by The Scholl Man- 
ufacturing Company, Inc., has been 
set for June 20-27. Shoe retailers 
will take part by coordinating their 
window and counter displays and 
local advertising with the company’s 
national campaign. 

The firm plans a full-page ad in 
the June 20 Saturday Evening Post 
followed by a quarter-page in Life 
June 22. Other Dr. Scholl’s ads will 
appear in additional magazines, 
every major U. S. newspaper, every 
Sunday supplement and on two net- 
work radio shows, the company said. 

The promotion, inaugurated 43 
years ago, is timed for the period 
of the year when foot problems be- 
come most troublesome. The Scholl 
Company has prepared special ad- 
vertising material, including mats, 
and merchandising aids for dealers. 


Harry Fontius, Jr., Named 
Head of Shoes Associated 

NEW YORK—Harry E. Fontius, 
Jr., of Denver’s Fontius Shoe Com- 
pany has been elected president of 
Shoes Associated, Inc., for a two- 
year term. He succeeds Richard 
Hofheimer of Hofheimer’s, Inc., 
Norfolk, Va. 

The organization provides fashion 
research and reporting and other 
services for its nine member stores, 
high-grade independents throughout 
the U. S. 

Other officers named at the semi- 
annual meeting were: Everett Nord- 
strom of Nordstrom’s, Seattle, vice- 
president; Harry Hahn of William 
Hahn & Company, Washington, D. 
C., secretary, and J. Birney Crum 
of Wetherhold & Metzger, Allen- 
town, Pa., treasurer. 

Dorothea B. Warren continues as 
executive vice-president. 

Retail firms represented by Shoes 
Associated, in addition to those al- 
ready named, are: Volk Brothers, 
Dallas; Imperial Shoe Store, New 
Orleans, La.; Potter Shoe Company, 
Cincinnati, O., and N. Hess Shoes, 
Baltimore. 





came to 
CAPT. CARLSON of the 


FLYING ENTERPRIZE 


DERN AIDS 


to walking pleasure 


COME TO YOU! 


For smoother sailing and extra profits stock 
Modern Aids now! Sales will soar with each 
Modern Aids product, designed to satisfy cus- 
tomers and pull in additional profits. 


@S@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeee eee 


MODERN AID 
OF THE MONTH 


Sizes: 


SEE YOUR LOCAL JOBBER or write 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N.Y. 


June |, 1959 


Style #154—Utility Arch Support 
Finest adjustable arch support avail- 
able today! It has longitudinal and 
metatarsal pockets with separate rub- 
ber cookies and met pads for adjust- 
ment. These quality features make 
for maximum walking comfort. Con- 
structed of top-grain cowhide, with 
suede lining. 
Men’‘s 
(Narrow and Wide.) 


6-13; Women’s 6-10. 





shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


1215 Washington Ave. 
Sample Rooms: Los Angeles * New York 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo. 





Fashion Stitching 


AMERICAN MACHINE & FOUNDRY COMPANY 








| 400-Pair Collection Insured for $100,000: 
Shoes of Several Centuries Delight Denver 


DENVER—The Frank F. Wulff 
Collection of hundreds of years of 
shoe styles was an attention-getter 
in this city’s Albany Hotel last 
month. 

Willard W. Wulff of Colorado 
Springs, son of Frank F. Wulff, 82- 
year-old retired shoe _ retailer, 
brought the early western styles to 
Denver. They were his contribution 
to the Fall Shoe Show of the Moun- 
tain States Shoe Travelers Associa- 
tion. 

The collection is insured for $100,- 


| 000. 


The elder Mr. Wulff, who owned 


and operated Wulff’s Shoe Store in 
| Colorado Springs from 1902 to 1951, 
| started collecting the antique shoes 


30 years ago. (Wulff’s is now known 


| as Whetstone’s, owned by William 


and Reed Whetstone. ) 
“Dad and I have collected the 


| shoes from old barns and old homes,” 
| explained Willard Wulff. 


“We've 
bought them from estates and other 
collections until today we have 400 
different pairs or items. We have 


| many early American, but the oldest 


are the 1000-year-old sandals made 
by Mesa Verde cliff-dwellers from 
yucca.” 

Mr. Wulff pointed to outstanding 
items, including baby shoes and 
stockings dating from 1784, cen- 
turies-old Indian moccasins, 100- 


R. E. Schuster, Denver, a veteran of 60 
years in the shoe business and a founder 
and executive secretary of the Mountain 
States Shoe Travelers, shows Willard W. 
Wulff (left), Colorado Springs, a pair 
of brass-toed children's shoes like those 
he sold at the turn of the century. The 
shoes are part of the collection of Mr. 
Wulff's father, Frank F., retired retailer. 


year-old riding boots that retailed 
for $18.50, burnishing irons used to 
finish sole edges, and many men’s, 
women’s and children’s shoes of the 
Victorian period, including 1892 
men’s toothpick shoes. 

The gold-embroidered, high-laced 
silk shoes of Baby Doe Tabor of 
Matchless Mine fame, valued at $1,- 
000, were in the center of the front 
showcase. 





Midwest Travelers Move Shoe Shows to Palmer House 


CHICAGO—Two major moves are 
being made by the Midwest Shoe 
Travelers’ Association. The group 
is shifting its headquarters from 
the Morrison Hotel to a Loop office 
building. The shoe shows are mov- 
ing to the Palmer House after some 
25 years in the Morrison. 

Site of the new headquarters is 
room 1520 of the Lytton Building, 
14 E. Jackson Blvd. 

The switch to the Palmer House 
begins with the September show. 
Shoe shows will be concentrated on 
the seventh floor of the hotel. 

Both new locations, in the heart 
of the Loop district, are regarded 
by association officers as more con- 
venient. 


The travelers’ organization also 


announced a_ schedule of future 
shows: The next will be held Septem- 
ber 13-16. Other show dates: 
November 22-25, 1959, and February 
21-24 and May 15-18, 1960. 


Ad Pictures Retail Personnel 


CHICAGO—Pictures of all sales 
personnel of the Walk-Over Shoe 
Salon here were featured in an un- 
usual half-page advertisement in 
local newspapers. It stressed the 
fact that the salesmen collectively 
have had 360 years’ experience. Nine 
salesmen and one saleswoman were 
pictured, along with Vernon Singer, 
regional manager for Walk-Over, 
and Ed Parker, shoe buyer for the 
firm. 
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Educators Hear Shoeman 
eX Vy 


Milton Kay, vice-president of Kays-New- 
port, Inc., addresses supervisory person- 
nel of Massachusetts State Department 
of Education in Boston on fashion and its 
relation to shoes. Good fashion, he said, 
is the garment design and color in which 
the wearer looks her best and feels com- 
fortable. Predicting fall shoe fashions, 


© Obituaries 


AARON P. SPENCER, 78, who 
retired last year as general manager 
of Fontius Shoe Company’s down- 
town Denver store, died recently of 
leukemia. Mr. Spencer, who lived in 
Wheatridge, Colo., came to Denver 
in 1914. He had been with Fontius 
42 years, starting his shoe selling 
under direction of the firm’s founder, 
J. J. Fontius. He managed the 
downtown store for 25 years. Sur- 
viving are his widow, Mary L.; two 
sons, Samuel and Lester B.; two 
brothers and six grandchildren. 


NICHOLAS RUBINO, 73, propri- 
etor of a family shoe store in Bald- 
winville, Mass., died May 11 at his 
home. Surviving are his widow, a 
son, a daughter and two brothers. 


GLENN HIGBEE, 71, who retired 
early in 1958 after 56 years in the 
shoe and ready-to-wear business in 


volved putting buttons on shoes by 
hand. He moved to Cedar Rapids 
when he joined the Killian Company 
as a shoe buyer, and in 1933 he ac- 
quired his own shoe store, Higbee’s. 
Surviving are his widow, Myrtle; 
two brothers and a sister. 


RALPH C. OBENCHAIN, 63, 
owner of an orthopedic shoe store 
in Willoughby, O., for 22 years, 
died recently. Before moving to 
Willoughby in 1937, he had man- 
aged several Cleveland shoe stores. 
Surviving are his widow, Virginia; 
two daughters, Mrs. Patricia Finau 
and Mrs. Barbara Mohler; five 
grandchildren and a sister. 


HERBERT E. SCHARFF, 72, pro- 
prietor of Scharff’s women’s ap- 
parel and shoe stores in Davenport, 
Ia., and Moline, IIl., died at Daven- 
port May 11 after a 10-day illness. 
He was one of eastern Iowa’s lead- 
ing businessmen and had been in 


Mr. Kay emphasized the new stacked 

heel and said his stores will offer new 

shades of gray, brown and vineyard 
colors in the fall. 


Cedar Rapids, Ia., died May 9 after business in Davenport since 1918. 
a brief illness. Mr. Higbee’s first Surviving are his widow, three 
job, in 1902 at Ottumwa, Ia., in- daughters and three brothers. 








SELL WHAT’S SELLING 


One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers. 


Increase Summer Profits 


Walk on Scott Spun Foam Insoles 
and walk on air! With every step, 
thousands of tiny air chambers act 
with every movement of the foot, to 
give comfort and clean, cool walking. 
Newly acquired cutting dies now as- 
sure proper shape and contouring for 
modern-day lasts. Available in your 
choice of colors, in all ladies’ sizes! 


STOCK NO. 702 
Ladies’ 3-10—Men’s 6-13 
$4.50 Dz. Prs.—$51.30 Gr. Prs. 


Write today for the full-line Scott catalog! 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


9-81 READE STREET NEW YORK 7 
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“‘Miracles"’ happen in these shoes. . . 


NEW MIRACLE SANDAL 


With Genuine 


RIPPLE’ 


in wearing them, in 


Sole 


selling them! Tired housewives, shoppers, vacationists suddenly 


Ripple Sole Corp. 


Send for catalog 
on America’s widest 
selection of — ” 
piPPLE® Sole Shoes miracles 


walk in cool, fatigue-free comfort! And. . 
suddenly pile up incredible sales .. . 
already have)! ORDER TODAY! Display prominently. 
Then check your cash register! You'll agree 

really do happen! 


. YOU 
(many retailers 


IN-STOCK STYLES for FAST DELIVERY 


P. W. MINOR & SON, 


e Financial 
Chains’ March-April 
Sales Increase 11.1 Pet. 


SALES of the six publicly-report- 
ing shoe chains for March and April 
showed a composite gain of 11.1 per 
cent in comparison with the same 
months of 1958. 

For April alone, five of the six 
chains (National Shoes was the ex- 
ception) experienced sales decreases. 
But these were attributed to the 
fact that Easter sales in 1958 were 
recorded in April, swelling last 
year’s figures. This year Easter came 
in March. Combining March-April 
totals for each year eliminates the 
discrepancy. 

For the two-month period, Kin- 
ney scored the biggest sales increase, 
21.7 per cent over 1958. Other gains 
were: Edison, 15.4 per cent; Na- 
tional, 9.8; Shoe Corporation, 8.9; 
Melville, 7.3, and Beck, 1.9 per cent. 

For the first four months of this 
year, in comparison with January- 
April, 1958, the chains gained by 


INC. wanes N. Y. 


i i 


IN-STOCK 
Red, Wheat, Black, 
White Bark and 
White 


>) 
Cc“ 





12.3 per cent. See was front run- 
ner with a 23 per cent gain. Other 
increases are: Edison, up 18.2 per 
cent; Melville, 9.7; National, 9.2; 
Shoe Corporation, 8.8, and Beck, 
2.2 per cent. 


Compo Reports Ist-Quarter 
Increases in Sales, Income 


WALTHAM, MASS.—A substan- 
tial increase in sales and leased 
equipment revenues for the first 
three months of this year was re- 
ported by John F. Smith, president 
of Compo Shoe Machinery Corpora- 
tion. Net income also was higher, 
he said. 

Revenue from all sources for the 
period ended March 31 was $1,872,- 
960. Net income totaled $133,333. 
Total revenue for the same period 
in 1958 was $1,612,695 and net in- 
come was $99,770. 

Mr. Smith said increased sales 
of supplies and machinery, aug- 
mented by results attributable to 
the high volume of shoes produced 
in the first quarter, account for the 
increase in earnings. 


Vulcan Corp. Hits Sales Peak 


CINCINNATI, O.— Vulcan Cor- 
poration’s sales for the _ three 
months ended March 31 were the 
highest for any quarter in the com- 
pany’s history, according to Joseph 
B. Reynolds, president. Vulcan’s 
products include wood and plastic 
heels. Profits for the quarter, after 
provision for taxes and a reserve 
fund, amounted to $78,047, or 29 
cents per common share, as com- 
pared with $74,518, or 28 cents a 
share, in the comparable period of 
1958. Sales totaled $1,678,000 as 
against $1,606,000. 


Goodyear Sales Set Mark 


AKRON, O.—The Goodyear Tire 
and Rubber Company registered the 
highest sales for any quarter in the 
company’s history during the first 
three months of this year. Net sales 
totaled $370,572,209, an increase of 
20.2 per cent over the figure for the 
first quarter of 1958—$308,279,703. 
Net income for the quarter was esti- 
mated at $16,996,790, a gain of 56.5 
per cent. 
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IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 
possible moment. 


When ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


please INCLUDE IM- 


a minimum of delay. 
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e What's Neu - 


Cowboy Line for Youngsters 


New juvenile cowboy boot line with 
“Quick-Draw" label is being introduced 
by Quinn & Delbert Boot Manufacturing 
Company, Marlboro, Mass. Features in- 
clude smooth welt side seams, leather 
pull straps, V-front kid tops and long- 
wearing soles. The boots are styled in 
various colorfully stitched leg patterns, 
and offered in several toe shapes. 





Synthetic Fibers for Webbing 
Produced by U. S. Rubber 


NEW YORK—A line of synthetic 
textile fibers “tailored” for a va- 
riety of end uses including shoe 
webbing, is being produced by the 
footwear and = products di- 


vision of United States 
Company. 

The polyethylene and polypropy- 
lene fibers are called Royalene. Six 
types of fibers are produced. 


Rubber 


‘Breathing Pores’ Developed 
In Synthetic Upper Material 

NEW YORK—Officials of Mercan- 
tile International, Inc., importing 
manufacturers, say they have im- 
proved on their Dura-Hyde synthetic 
upper material by adding “breathing 
pores.” They call the new material 
Dura-Hyde X. 

The pores, which the company 
claims make the synthetic compara- 
ble to leather for shoes, are created 
through a chemical-mechanical-elec- 
trical process. They reportedly will 
not close up when subjected to the 
heat applied during shoe construc- 
tion. 

According to the Mercantile firm, 
the pores are “one-way”—permitting 
moisture to evaporate from the shoe 
but preventing moisture from enter- 
ing. 

In each shoe, a foam insole is cov- 
ered with a pigskin sock lining, with 


tire unit. When the wearer takes a 
step, the manufacturer claims, a mild 
air current goes around the foot and 
causes foot moisture to evaporate. 





Velcro-Equipped Boot 


Revolutionary Velcro fastener is a fea- 
ture of a women's nylon suede boot, the 
"Minx," added to waterproof line of 
B. F. Goodrich and Hood Footwear Prod- 
ucts, Watertown, Mass. In Velcro, minia- 
ture "hooks" of nylon on strap engage 
tiny "loops" of upper fabric, giving se- 
cure, flexible closure. "Minx" is availa- 
ble in two heel heights: Vogue, 16/8- 
24/8, sizes 4-12, and LoCub, 0/8-14/8, 


perforations passing through the en- sizes | 4-11, in black. 








most attractive. 


The shoes for action, for quick turnover, 
for a handsome profit. No markdowns 
ever. Investigate now! 


WEALTH LAST 
3943—The PATRON Tie 
12/8 Wood Kantscuff Heel 


IMMEDIATE DELIVER’ 
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SQUARE 
DANCE 
SHOES 


@ Soft glove leather 
@ Colorful print lining 





@ 45” lace elasticized binding | 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 
@ Black, white, red 
(Pink and blue to order) 
@ Sizes: 4-10 Medium: 
5-10 narrow. 


$935 PAIR 


Net F.0.B., Boston 


Also available in 
Navy—Style 3958 

ee Black—Style 3951 

) last on request, 

; in-stock 








BERNED SHOE CO. + 207 ESSEX ST., BOSTON 10, MASS. 
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White nylon lace vamp 
White kid tip, 

quarter and tongue 
Six-eyelet tie 
Long inside counter 


SIZES IN STOCK 
AAAA7 to 10 
AAA 6!/2 to 10 
AA 5'/2 to 10 
A5 told 
BS told 
C5 told 
D5 told 
ES! to 9 
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Shoemen Learn Defense Plans for Industry 


WASHINGTON, D. C.—Eighteen 
shoe and leather executives have 
been let in on the government’s 
secret defense plans. The execu- 
tives received their briefing behind 
closed doors here on May 12 and 13. 

Specific plans for operating the 
leather and footwear industries in 
time of national emergency were 
spelled out to the volunteer execu- 
tives by J. G. Schnitzer, director of 
the Leather, Shoes and Allied Prod- 
ucts Division, Business and Defense 
Services Administration, U. S. De- 
partment of Commerce. 

In general, Mr. Schnitzer outlined 
the government’s plans for impos- 
ing federal controls over the leather 
and footwear industries in time of 
war or emergency. The future 
scope of federal controls over 
leather inventories and shoe pro- 
duction was discussed. (Price con- 
trols over leather and footwear, 
while entirely likely in time of war, 
do not fall within the Commerce 
Department’s area of authority and 
therefore were not discussed at the 
meeting.) 

In addition to Mr. Schnitzer, the 


executives heard reports from 
BDSA Administrator H. B. McCoy, 
Secretary of Commerce Lewis 
Strauss, Civil and Defense Mobili- 
zation Director Leo A. Hoegh and 
Central Intelligence Agency Direc- 
tor Allen Dulles. 

Leather and footwear executives 
attending the Washington briefings 
were: 


Murry J. Brenner, Charles Doppelt 
& Company, Inc., George H. Elliott, 
George H. Elliott & Company; Fred E. 
Gaissert, Palizzio, Inc.; George E. 
Harding, Howes Leather Company, 
Inc.; Rolland L. Jensen, Fred Rueping 
Leather Company; Harry L. Johnson, 
Endicott Johnson Corporation; William 
K. Kopp, A. C. Lawrence Leather Com- 
pany; Paul Legallet, Jr., Legallet Tan- 
ning Company; Lee C. McKinley, Inter- 
national Shoe Company. 

James L. O’Kelley, Robert Scholze 
Tannery; Anthony J. Pilar, Jr., Pilar 
River Plate Corporation; Richard J. 
Potvin, R. J. Potvin Shoe Company; 
John D. Reardon, Daniel Green Com- 
pany; Benjamin W. Roberts, Barkey 
Importing Company, Inc.; William 
Sheskey, Bostonian Shoe Sales; Monte 
E. Shomaker, Brown Shoe Company; 
Philip Sobel, Formfitting Slipper Cor- 
poration; Leonard Nectow, A. S. Beck 
Shoe Corporation. 





Peak 4000 Attendance Expected at August Allied Show 


NEW YORK—Allied Shoe Prod- 
ucts Show officials are predicting a 
record attendance of 4000 shoemen 
at their August 1-4 showing in New 
York’s Trade Show Building. 

This would constitute an 18 per 
cent increase from February’s at- 
tendance of 3400. At that time 2800 
shoe manufacturers, stylemen, sup- 
plies and materials buyers, volume 
shoe buyers and others actually reg- 
istered. But another 600 are be- 
lieved to have attended and failed to 
sign in. 

Show leaders, who maintain an 
“open book” policy on their registra- 
tion records, have made public a 
breakdown of the February count: 
Shoe manufacturing firms registered 
totaled 825, including 702 from the 
U. S. and 93 from Canada. The U. S. 
companies represented an estimated 
93 per cent of the industry’s total 
output. 

From among volume retailers and 


wholesalers, 212 firms registered. 
These companies represented over 
18,000 retail shoe outlets, and they 
included all major shoe chains. 

Eighteen foreign countries were 
represented at the show. 

Clarence R. Heyde, Allied Show 
executive director, observed, ‘‘With 
each of the past five shows we’ve 
recorded a steady increase in at- 
tendance.” 

Jerome Schlakman, general chair- 
man of the coming show, said that 
event “seems destined to be the most 
active buying show to date.” Total 
sales of shoe supplies and materials, 
other than leathers, may reach a 
record $400 million for 1960, he said. 
He added that $250 million of this 
figure would go into spring and sum- 
mer lines. 

Allied Show officials report “tre- 
mendous and still-rising interest” in 
products and materials to counteract 
upward pressures on shoe prices. 


Laconian Fills Sales 


Post, Adds New Lines 


NEW YORK — Laconian Shoes 
Corporation has named a new na- 
tional sales manager and announced 
plans to introduce two new branded 
lines in a limited area. 

Clifford A. Woel- 
lert, a former dis- 
trict sales manager 
for Revion, Inc., 
will supervise sales 
of the _ Laconia, 
N. H., firm’s line 
of infants’ through 
teens’ footwear. 
He will also over- 
see the introduc- 
tion of the new 
lines on a limited- 
production basis for fall. Eventu- 
ally they are intended to replace the 
present “Laconian” line. 

Irving Selig, president of La- 
conian, announced the appointment 
and policy changes at a New York 
sales meeting. He said Mr. Woel- 
lert will replace Matthew Gronfein, 
who resigned. 

The new lines will be restricted 
initially to Michigan, Indiana and 
Ohio. One of them, “Magic-Stride 
by Laconians,” will include all chil- 
dren’s age ranges from _ infants’ 
through misses’ and boys’ sizes. The 
vuther, “Highlights by Laconians,” 
will be a line of sport, casual and 
dress shoes for teenage girls. 

Magic-Stride shoes will retail in 
the $5.50-$8.50 range while High- 
lights will be priced at $6.95 and 
$7.95. Effective last month, distri- 
bution of the company’s regular “La- 
conians” line in the three-state area 
was discontinued. Instead dealers 
were offered the two new lines. 

As production increases, Mr. Selig 
said, the same procedure will be fol- 
lowed in other territories. For the 
present, however, production, distri- 
bution and promotion of Laconians 
will continue uninterrupted in these 
other areas. 

Serving as sales representative in 
Michigan, Indiana and Ohio for the 
new lines will be Fred Stenbuck. 
He replaces George Powell, who has 
resigned. 


C. A. WOELLERT 
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Rogers Gets Rights to Plastic 
Insole Material from USMC 


ROGERS, CONN.—The Rogers 
Corporation will obtain all patents 
and rights to Poron, a micro-porous 
plastic insole material, from United 
Shoe Machinery Corporation, Bos- 
ton, under an agreement signed last 
month. A spokesman for Rogers 
announced the purchase. 

Poron will be added to the Rogers 
line of materials for insoles, mid- 
soles and counters. Developed by 
USMC for use in Goodyear welt 
shoes, Poron is said to permit 
“breathing’”—and thus provide re- 
lief from foot perspiration. Poron 
insoles, it is claimed, will not crack, 
rot, curl or support mold growth. 
Previously supplied only in block- 
ers, the material has now been pro- 
duced in rolls from which sheets 
can be cut. 


St. Louis Shoe Trades Group 
Plans Annual Outing June 16 

ST. LOUIS—The 14th annual out- 
ing of the St. Louis District Shoe 
Trades Association will be held June 
16 at Norwood Country Club. Atten- 
dance will be limited to qualified 
members. 

Association membership comes 
from the executives of St. Louis shoe 
manufacturers and their top person- 
nel, together with leather salesmen 
and findings manufacturers and dis- 
tributors. 

Besides the major sports events, 
which will be carried on throughout 
the entire day, a beefsteak dinner 
has been planned, to be followed by 
a floor show. Prizes will be given. 

President of the Shoe Trades As- 
sociation is John Hill, International 
Shoe Company. 


Goodyear Increases Prices 

AKRON, O. — Goodyear Tire & 
Rubber Company announced it was 
increasing shoe products prices to 
footwear manufacturers. Frank R. 
Evans, general manager of the com- 
pany’s shoe products division, said 
cost studies were being made in 
each product category and prices 
adjusted as each study was com- 
pleted. He attributed the increases 
to a steady rise in costs of manu- 
facturing materials and labor over 
the past two years. 
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Explain Higher Prices, EJ Tells Salesmen 


ENDICOTT, N. Y.—It’s a part of 
the shoe traveler’s job to explain 
to his customers the reasons for the 
rise in shoe prices. 

Salesmen of Endicott Johnson 
Corporation’s Endicott division 
heard EJ Vice-President Raymond 
A. Mills offer that advice at a four- 
day annual sales conference here 
recently. 

“The big danger to the small or 


year. “All we want is our full 
share of this distribution,” he said. 

EJ President Frank A. Johnson 
told the sales delegation that the 
corporation’s sales were off 11 per 
cent in 1958. But he was optimistic 
in his predictions for 1959: 

“This year with conditions better 
throughout the entire country, we 
should look for and expect to get 
an even better year than 1957.” 


Endicott Johnson salesmen look over men's dress shoe line during sales conference 

at company headquarters. Left to right: William Davis, merchandising director of 

men's dress line; Gerald Swanson, Roanoke, Va.; Robert Shope, Asheville, N. C.; 

B. L. McMillan, Wilson, N. C.; John Koral, Greensboro, N. C.; W. L. Shope, Cul- 

peper, Va., and Boyce Ray, Williamsburg, Va. Vice-President Raymond A. Mills is 
at extreme right. 


large dealer is not recognizing the 
situation and allowing them to sell 
out their inventory at low level 
pricing,” said Mr. Mills. ‘Capital 
is becoming an increasingly impor- 
tant commodity and new price 
structures will demand more capi- 
tal of the merchants in restocking 
their inventories.” 

Mr. Mills expressed confidence 
that U. S. shoe production will ex- 
ceed its 600-million-pair goal this 





Leonard Hack, president of the 
Ripple Sole Corporation, Detroit, 
has returned from a_ four-week 
business trip to European shoe 
manufacturing and fashion centers. 
With Mrs. Hack he visited France, 
Italy, Austria and England. 


In another talk later in the 
conference, Vice-President Mills 
painted a new image of Endicott 
Johnson as a fashion footwear in- 
dustry whose products “belong on 
Main Street and in the best style 
locations.” He declared, “Endicott 
Johnson, long recognized as a lead- 
ing manufacturer of work shoes, 
must concentrate also upon build- 
ing its reputation as a leader in 
other lines of footwear.” 

Mr. Mills said the company has 
entered a new era in styling, a con- 
cept that the salesmen must relay 
to the trade and the public. With 
the creation of a new market de- 
partment headed by A. Harrison 
Billet, EJ has completely revised 
its style program, Mr. Mills pointed 
out. 





Before Import Loophole Was Closed: 
6 Million Fabric Pairs Entered as Leather 


NEW YORK — The basketball 
shoes were made almost wholly of 
rubber and canvas. But when they 
were imported into the U. S. early 
last year, they were officially listed 
as “leather” footwear. 

Only a tiny ankle patch on each 
shoe was made of leather. But under 
a then-existing loophole in the law, 
fabric shoes with small areas of 
leather could be classified as “having 
their chief value in leather.” 

The import duty for leather shoes 
was substantially lower than the 
rate for the fabric type. 


Consequently, the case of the 
‘leather’ basketball shoes was re- 
peated several million times in the 
last two years. Just how many times, 
no one knew until the National Shoe 
Manufacturers Association com- 
pleted a special investigation last 
month. Its findings: 

In 1957, 1 million pairs of shoes 
designated as men’s leather footwear 
and 540,000 pairs of women’s leather 
shoes were actually rubber-canvas. 
In 1958, the comparable figures were 
1.5 million pairs of men’s shoes 
(worth $1 million) and 3.6 million 


U. S. Footwear Imports, 1957-58 


1958 


(In thousands) Prs. 
Total U. 8. Footwear Imports 
other than Rubber. . 23 ,597 
Less: Rubber-canvas footwear 
reported as leather... . 
Adjusted Footwear Imports. . 
Less: Special types of foot- 
wear such as slippers, 
Indian moccasins, 
huaraches, etc... .... 7,497 
Total U. S. Regular Footwear 
Imports a 


5,100 
18 ,497 


1,000 


32,879 


2,400 
30,479 


4,993 


25 , 486 


Percent Gain 


$ ’ y rg. % Prs. 
10,988 22,214 


1,540 725 


9,448 21,490 95.8 


23.0 11.3 
227 .9 


6,094 4,486 


3,354 17,003 49.9 


pairs of women’s (worth $1.4 mil- 
lion). 

The loophole was closed, effective 
September 1, 1958, by passage of 
the Sadlak Bill in Congress. The 
change did not, however, halt the 
influx of fabric shoes. 

When rubber-canvas shoes im- 
ported as leather are eliminated from 
the import totals, the 1957-1958 per- 
centage increase becomes smaller 
than was formerly believed. But 
when NSMA statisticians also sub- 
tracted other special types of foot- 
wear from the adjusted totals (see 
table), the percentage of increase 
swelled to 228 per cent. 


Protection for Ripple Sole 


DETROIT — Holland and Greece 
have joined the list of nations which 
have granted legal protection to the 
Ripple Sole. Morton Hack, vice- 
president of Ripple Sole Corporation, 
said the Greek government has 
issued letters patent covering 
various forms of the soling for a 
15-year period. Holland has register- 
ed the trademark Ripple Sole—“The 
Shoe That Walks for You.” 
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Italian Women’s Style Line 
Debuts; 5 Heel Heights Shown 


NEW YORK — A women’s style 
line called “Sang of Italy” and made 
to retail at around $18.95 has been 
introduced here. The shoes are on 
five heel heights: 24/8, 22/8, 21/8, 
18/8 and 17/8. 

Sizes range from 3 to 11. Four 
pump lasts are used: pointed; point- 
ed with a wall; elongated and flat 
on top; square-toed and flattened on 
top. 

This Italian line also includes a 
group of flats on 4/8 stacked heels. 
These retail from $8.45. Soles are 
very flexible. In both the higher 
heel shoes and the flats there are 
some woven leather uppers. Both 
groups are leather-lined throughout. 
Detailing is restrained, delicate and 
feminine. 

Shoes made in Germany to retail 
at $12.95 were shown with the 
Italian styles. The size range is also 
from 3 to 11 but there is just one 
heel height, 21/8. Upper and sole 
leathers are of good quality and 
soles are flexible. Brocade evening 
shoes will retail at $7.45, gold kid at 
$14.95. 


Two styles from "Sang of Italy" line, re- 

cently introduced in this country. Detail- 

ing is delicate, and workmanship and 

materials are of high quality. A variety 

of lasts is used, illustrated by the two 
shown here. 


The American representative for 
both lines, Walter Salomon, will 
maintain an office in Vineland, N. 
J. His partner in the enterprise, 
Eric Fischer, will have headquarters 
in Europe and will come to this 
country from time to time. 
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FOR 20 YEARS ... America’s 


number one repeat sale shoe. 


Comfort never goes out 
of style. Steady sales 


and profit with Ameri- 
ca’s one complete line 
of men’s, women’s, and 
children’s comfort 
shoes. From one sup- 
plier, one quality, and 
one construction. 


“The only shoe of its kind 
in America” 


$012 
TAN LUXOR CALF 


Write for... 


Californie Territory Managers 


W. M. GARR 3844 UDELL CRT. 
LOS ANGELES 27, CALIF. 
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the story of the ‘Shoe they said, couldn't be made” 


FOOT-S°O-PORT SHOE CO. Oconomowoc, wis. 


GIL STEVENS 
PACIFIC GROVE, CALIF. 


features . 


1561 Black Suede 
1461 Black Glove 
2461 Brown Glove 


12 Last 


North West 
P. O. 389 


15 Lowell 





IN-STOCK 7 WAYS 


3461 Blue Glove an 
4461 Red Glove 

7461 Beige Glove 

9461 White 
14/8 Covered Heel | 


Price $6.40 less 2% 
Write to Department 9 for Complete Catalog 
CUSHIONIZED BELLAIRE SHOE CO. 
St. 


Owners of Belgian Firm See 
Line Introduced at Trade Fair 


NEW YORK—The owners of Bel- 
gium’s Landa Shoe Company came to 
the U. S. last month to see their 
Continental-styled men’s shoe line 
introduced at the U. S. World Trade 
Fair in New York City. 

Elise and Robert Naessens own 
three factories with total production 
of about 1600 pairs per day. Last 
year their output amounted to 400,- 
000 pairs, but the plants’ capacity is 
estimated at a million pairs annually. 

Some 30 samples of the Landa 
line of men’s casual, dress and work 
shoes and boots were displayed in 
various colors and leathers. 

Before returning to Europe, Mrs. 
and Mrs. Naessens flew to Waynes- 
ville, N. C., to confer with officials 
of Ro-Search, Inc., about Process 82 
vuleanization machinery they had 
bought. The North Carolina firm 
has licensed Landa to make and dis- 
tribute Process 82 shoes. 

The Landa line was one of 35 ex- 
hibits of footwear at the World 
Trade Fair. There were five exhib- 
its of hides and skins and 55 of 
leather and leather products. 


WINNER PUMP 
Black Suede 


Making Comfort Smart 
for Early Fall 


. . the comfortable but smart casual type 
Winner Pump with all the famous Cushionized 


. styled for instant eye-appeal. 
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Box Manufacturers Cite Footwear Cartons with ‘Ability to Sell the Goods’ 


Chandler's shoe box (left), made for Edison Brothers, won 
first award in shoe box category of annual Set-Up Paper Box 
Promotional Competition sponsored by National Paper Box 
Manufacturers Association, Philadelphia. A departure from 
the usual, the two-toned pink oval box features carrying cord 
which secures lid from opening unexpectedly. Second place 


went to Palizzio box (center), made for Palizzio, Inc., New 
York, with trade name in reverse white against red floral 
background of cover wrap. Receiving honorable mention was 
Customcraft box made for Schwartz & Benjamin. All boxes by 
Frank C. Meyer Company, Inc. Judges’ primary consideration 
was “merchandising appeal.” 





Shoe Supply Firm Edits Own 
Magazine for Latin America 


WATERTOWN, MASS. — Beck- 
with-Arden, a leading manufacturer 
of box toes and counters, is using a 
magazine of its own to cement rela- 
tions with Latin America. 

Copies of the first issue of the 
new publication, called El Reporter 
Hispanoamericano, have been sent to 
every shoe manufacturer in the 21 
Latin American republics. Subse- 
quent issues will be mailed every 
other month. 

Free from advertising except for 
the two-color front and back covers, 
the eight-page, Spanish - language 
publication is designed to keep our 
neighbors to the south fully informed 
on all important developments in the 
U. S. shoe industry. New styles are 
illustrated and described. Manufac- 
turing methods are discussed and 
new machines featured. In fact, all 
pertinent market information is in- 
cluded in the editorial content. 

Publisher of record is Charles E. 
Beckwith, who directs the company’s 


advertising and promotion plans. Mr. 
Beckwith has spent nine years study- 
ing the Latin American market and 
sensed the need for a publication 
with Spanish text which could be 
read by all factory executives who 
might not have adequate translation 
facilities available. 


Boston Boot and Shoe Club 
Golf Tourney Set for June 9 

BOSTON—The Boston Boot and 
Shoe Club has chosen June 9 as the 
date of its annual Frank C. Dono- 
van Memorial Gold Tournament. 
The tournament, an all-day affair, 
will be held at the Wollaston Golf 
Club with an expected player at- 
tendance of at least 250. 

Features include a buffet lunch 
and the awarding of prizes to win- 
ners in each of the three divisions 
of play: shoes, leather and allied 
trades. 

Arrangements for the day’s out- 
ing are in charge of a committee 
headed by Francis L. Shea. 


A BETTER FIT FOR 
MORE CUSTOMERS 


WITH l 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 


YOU... 


Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 


New 14-Minute Film Traces 
History of Red Cross Line 


NEW YORK—tThe story of Red 
Cross Shoes and the stores that sell 
them has been put on film by U. S. 
Shoe Corporation, Cincinnati, O. 
The black-and-white 16mm film (a 
smaller one is also available) is 
being shown to dealers and mer- 
chants across the country. It has a 
running time of 14 minutes. 

Starting in 1931 when a single 
factory in Cincinnati made 600 pairs 
per day, the film traces the develop- 
ment of the line to the present time. 
Today there are eight factories pro- 
ducing 22,000 pairs of Red Cross 
shoes daily—over 6 million a year. 
There are over 300 styles and a 
variety of lasts. 

The film also records the growth 
of stores and departments devoted 
exclusively to the Red Cross line. 
Each is an independent operation. 

A. B. Cohen, president of U. S. 
Shoe Corporation, indicated that the 
movie would be available for special 
showings, in stores, on request. 


RUBBER CORPORATION 
PANELS 2 A 
RAHWAY, NEW JERSEY « Established 1896 


WELLCO SHOE CORP. Waynesville, North Carolina 
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Conservative Buying 


Best, Wholesaler Says 


NEW ORLEANS, LA.—In a shoe 
market presently characterized by 
increasing prices, a conservative 
buying policy is “still the best bet,” 
according to one of the country’s 
largest footwear wholesalers. 


Explained Charles S. Rosenblum 
of Rosenblum Shoes, Inc., New Or- 
leans, “By buying the quantities we 
normally need—and relying upon 
the dependability of our major 
sources in acting wisely—we will 
come out better. 

“If we must raise some shoes to 
intermediate price levels, at least 
we will be giving the consumer an 
honest value for his dollar—and 
still be making a profit. These two 
factors should be the policies of 
any business.” 

Mr. Rosenblum noted that buyers 
placing their fall commitments have 
been confronted by “one of the most 
complex sets of conditions ever put 
before them. 

“Upsurging leather prices,” he 
pointed out, “have caused price in- 
creases on all items, ranging from 
relatively small gains on casual 
types to considerable additions in 
men’s shoes, women’s sport types 
and children’s school oxfords.” 

The buyer has faced these condi- 
tions plus the need to hold gener- 
ally accepted retail price levels and 
the responsibility to produce a 
profit, Mr. Rosenblum said. His own 
company, he recalled, tried back in 
March to crystallize buying and 
merchandising plans for fall in the 
light of developments. 


Decided by Category 

“Basically our decisions were 
governed categorically,” Mr. Rosen- 
blum said. “On staple goods, such 
as men’s work shoes, women’s loaf- 
ers and oxfords, basic skimmer 
pumps and little gents’ oxfords, we 
placed orders even in advance of 
the advance Boston showing to try 
and buy more advantageously. 

“T hasten to point out, however, 
that caution dictated our order 
writing. We purchased what we 
needed, and only deviated from our 
normal practices to the extent of 
earlier delivery dates—partly be- 
cause of factory insistence and 
partly because of our feeling that 
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certain sources will be running 
later than usual at the crucial ship- 
ping periods. 

“With novelty-type footwear, on 
the other hand, we have tried to 
shop thoroughly for the most out- 
standing styles and finest quality 
cbtainable at our price levels. Be- 
tween grading up a bit in price and 
obtaining a good markup on the 
higher-priced lines, we can afford 
to keep many stock numbers at 
their old prices, with very little or 
no sacrifice in quality. 

“On certain types, particularly 
children’s,’ Mr. Rosenblum noted, 
“we are prone to establishing inter- 
mediate price levels, and feel that 
we will have no trouble in getting 
this. 
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“Where it was desired to grade up 
a bit in women novelties,” the 
wholesale executive said, “we did 
not deem it necessary to rush for- 
ward in April to buy, and save 
nickels here and there.” Instead, 
he related, his firm waited for the 
Popular Price Shoe Show in New 
York, “where factory lines were 
sifted down to their best styles” 
and the “cream” could be obtained. 
The opportunity to buy proven 
styles justified the company’s run- 
ning the risk of paying higher 
prices, Mr. Rosenblum declared. 


Morris Joffe of Fleming-Joffe, 
Ltd., New York tanning firm, has 
been reappointed leather industry 
chairman for the current fund- 
raising drive of the Vacation Camp 
for the Blind. The 40-acre camp at 
Spring Valley, N. Y., offers a range 
of activities to help the blind “gain 
dignity and self-respect.” 





Fashion Authority Finds: 
Soft, Waxy Leathers 
Still Strong in Europe 


BOSTON—In Europe, interest re- 
mains strong in soft, waxy types of 
leathers. Jane Wheeler, fashion di- 
rector of Colonial Tanning Com- 
pany, Inc., voiced that conclusion 
after returning from a four-week 
business trip through Italy, France, 
Holland, Belgium and Switzerland. 

In sports and casual shoes, Miss 
Wheeler noted that big, flat grains 
were still good in women’s shoes, 
much more so than the smaller 
grains. Soft, velvet naps were 
everywhere. 

Miss Wheeler saw a great deal 
of black patent leather in store 
windows. Color combined with 
black patent was very much liked: 
such combinations as rosy pink or 
yellow napped leathers with the 
patent. And combinations of colors 
with white were being revived. 
Mandarin, an orange shade, yellow 
and a green with more yellow than 
avocado, were popular colors and 
often used in combinations. There 
was a big promotion in the orange 
shade. 

Miss Wheeler also noted “quite 
a lot of” a whitened, lightened royal 
blue and a little amethyst. There is 
a lot of that color in ready-to-wear, 
she said. A great deal of off-white 
was being worn, a little grayer than 
our bone. 

Another European observation: 
many interesting heels in a variety 
of types and shapes. Flats seemed 
to exist only in ballerina shoes. The 
slightly higher, 10/8, heights were 
shaped like Dutch or Queen Anne 
heels. 

Miss Wheeler flew to Amsterdam 
and went on to Rome, Florence, Bo- 
logna, Milan, Zurich, Paris and 
Brussels. New interpretations in 
sports and casual shoes interested 
her especially in Italy. There, too, 
she found much inspiration for col- 
ors in works of art. 


Hartnett Gives 10-Year Pins 


AYER, MASS. — Twenty-seven 
employees of the Hartnett Tanning 
Company received 10-year service 
pins at a recent dinner meeting. 
Kivie Kaplan, president and general 
manager, acted as toastmaster. 
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NEWSPAPER ADVERTISING 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


VINCENT EDWARDS & CO. 
World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 

















Burg Markets Three Fabrics 
For Transition, Fall Shoes 
BOSTON—Three fabrics for wo- 
men’s transition and fall shoes are 
being offered by A. S. Burg Com- 


pany. These are Bay Mohair, a fine 
weave with mohair finish for specta- 
tors; Frostee, a slubbed silk, tai- 
lored but feminine, and Dew Drop, a 
fabric resembling glace kid. 

Nylon Kashmir is reported to 
have been widely sampled for cas- 
ual, “middle heel” and boot types 
for daytime wear. 

For the “Gray Flannel” look for 
tailored spectator and sportswear, 
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1133 Broadway N_Y.C. 10 OR 5-8390 











Burg offers Sheffield in tones of 
brown, smoke and pearl. For the 
“after-five” look for transition and 
fall, Burg has been successful with 
Nite Club, a textured satin-like 
fabric, and Ondee, a three-dimen- 
sional jacquard. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


iii SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
uality men’s, 


PLEASE DON'T peo and children’s shoes. 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear For OER 43 YEARS 


UNCLE Louls Camitta & Son MOSINGER-COHN 


91 Reade St., N.Y. C. WOrth 2-063 1235 Weshinesee 




















Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 


Quality Shoes Since ‘82 
“While in Town See Weil” 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 











WE PAY MORE /,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 











120 No. 4th St. Phila. 6, Pa. 











Max L. Meltzer, Pres. Ivanhoe 1-9830 








\/ |’ BARIS BUYS for CASH VW 
NS B A R | Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 
. Also complete stores considered 
CANCELLATION FONOES Jobs in Fine Shoes From Fine Sources Since 1931 
19-81 Reade St. 


NS New York 7, N.Y. © Tel: WOrth 2-5180 





"COMPLETE STORES * 


WANTED: 


Confidential negotiations by 
3 rated . . . experienced retailers a 


. ARRONSON BROS. & BAYROFF . 


a 100 Chambers St., N.Y.C. RE 2-4170-4171 & 
eee ee ee se 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 
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Personnel 





LEO J. LaBARGE 
Represents Peters 


WILLIAM SCHMITZ 
Freeman VP 


Promoted... 

Bruce G. Allbright, Jr., to presi- 
dent of Innes Shoe Company, a divi- 
sion of Genesco, Inc. The company 
operates 14 stores and 26 leased 
units in the Los Angeles area. Mr. 
Allbright has been executive vice- 
president and general manager. 


Elected... 


William F. Schmitz, as vice-pres- 
ident in charge of retail merchan- 
dising for Freeman Shoe Corpora- 
tion, Beloit, Wis. With the com- 
pany since 1943, he has been gen- 
eral manager of the retail division 
since 1955. 

John Kmet, as vice-president of 
General Split Corporation, Milwau- 
kee leather firm. He has been with 
the company two years and serves 
as superintendent. 


Appointed ... 

John Dreyer, as sales representa- 
tive for The Irving Drew Corpora- 
tion, Lancaster, O., covering part 
of Pennsylvania, Delaware, Mary- 
land, Washington, D. C., and Vir- 
ginia. Previously associated with 
W. B. Coon Company, he has cov- 
ered the same territory for over 
35 years. 

Leo J. LaBarge, as sales repre- 
sentative for the Peters division of 
International Shoe Company, St. 
Louis, replacing Clark C. Yerkes, 
who retired. He will travel west- 
ern and central Tennessee. 

Robert F. Cicotte, as sales repre- 
sentative for International Shoe’s 
Peters division in the western two- 
thirds of Washington State, with 
his headquarters in Seattle. He re- 
places Wayne Strable, who re- 
signed. 

Joel Broyles, Joel Williams and 


LYNN FRIEDMAN 
Sample Room Head 


ROBERT F. CICOTTE 
Also with Peters 


W. E. McDonald, as sales represen- 
tatives for H. C. Godman Company, 
Columbus, O. Mr. Broyles will 
cover Oklahoma, succeeding Wil- 
liam Majors, who has retired. Mr. 
Williams will travel Texas and New 
Mexico, and Mr. McDonald will 
cover Georgia-Alabama. 

Jerry Druth, as Midwest sales 
representative for Lynn Craft Shoe 
Company, Lynn, Mass. The firm 
specializes in factory - to - dealer 
makeup of women’s dress shoes in 
case lots for small retailers and 
small chains. 

Lynn Friedman, as head of a new 
sample room for the Trimfoot Com- 
pany, Farmington, Mo., which has 
opened at 112 West 34th St., New 
York. The firm makes Baby Deer 
shoes. 

David H. Carrol, as sales repre- 
sentative for Gustave of the Virgin 
Islands, Inc., makers of high-fash- 
ion slippers for women and chil- 
dren. He will cover metropolitan 
New York and New Jersey, with 
headquarters in the Empire State 
Building. 

James I. Chrismon, as production 
control manager for B. B. Walker 
Shoe Company, Asheboro, N. C. 

Richard Stevens, as sales repre- 
sentative for C. S. Pierce Company, 
Brockton, Mass., manufacturer of 
shoe trees and shoe display forms. 
He will cover a large territory from 
Boston west to Detroit and south to 
Washington, D. C., calling on chain 
store executives in all major cities. 

R. J. Piekenbrock and Howard A. 
Avery, Sr., as representatives for 
the shoe fabric line of Continental 
Textile Corporation, Boston. Mr. 
Piekenbrock, of the A. E. Pieken- 
brock Company, Milwaukee, will 
cover Wisconsin, Illinois and Min- 
nesota. Mr. Avery, of H. B. Avery 


RICHARD STEVENS 
Joins C. S. Pierce 


JAMES CHRISMON 
Named by Walker 


Company, St. Louis, will cover the 
St. Louis area. 

Bernard Fortune, as head of pro- 
duction control at the Dover-Fox- 
croft, Me., tannery of Beggs & Cobb, 
Inc. This is a new position. 


Retiring ... 

Charlie Helmbacher, from The 
Irving Drew Corporation, Lancaster 
O. He covered the northern Illi- 
nois-Wisconsin-Minnesota sales ter- 
ritory. John Schroeder, who has 
been covering a part of the Mid- 
west, will take over the territory. 

Louis G. Argus, from Vulcan Cor- 
poration, Cincinnati, O., after 39 
years’ association with the shoe in- 
dustry. He has represented Vulcan, 
whose products include wooden and 
plastic heels, in the St. Louis area 
for the last 10 years. He will con- 
tinue in an advisory capacity. Tak- 
ing over Mr. Argus’ accounts will 
be: H. G. McCally, in the metropoli- 
tan St. Louis area; W. E. Nichols, 
outside metropolitan St. Louis, and 
W. P. Manley, in the Ohio, Virginia 
and Georgia areas. 

Abe J. Markowitz, from National 
Shoes, Inc., New York, after 24 
years as display director. He will 
serve as a freelance design consul- 
tant. 

H. E. Thomas, from Seiberling 
Rubber Company, Akron, O., where 
he served as assistant secretary- 
treasurer. M. R. Rodman has been 
elected assistant treasurer but will 
continue as credit manager. 


Resigned... 

Melvin Birnbaum, from Knomark, 
Inc., New York, makers of Esquire 
polishes, where he was executive 
vice-president. He has not an- 
nounced future plans. 
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Showing by Katja of Sweden 
Stresses ‘Natural’ Materials 


NEW YORK—A recent showing 
of dresses and sports clothes by 
Katja of Sweden included shoes and 
some boots also designed by Katja 
and made in Sweden. 

This designer’s love of natural 
materials was shown in her exclu- 
sive use of wool and cotton yarns, 
the hand-screened prints, the hand- 
woven materials and brilliant sports 
colors or subdued earthy colors in 
the dresses. 

In the shoes, the same subdued 
colors in aniline leathers and the 
low heels illustrated the same ten- 
dency toward the genuine and nat- 
ural. The boots included a black 
pony skin and a high boot in moose. 

Nick Parker is Katja’s represen- 
tative in New York City, at 15 East 
55th St. 


Carry-Pack Campaign Cited 


NEW YORK — An advertising 
campaign prepared for Carry-Pack 
Company, Ltd., Schiller Park, IIL, 
manufacturers of gummed paper 
tape handles used on shoe packages, 
has won an award for Sander Allen, 
Inc., Chicago advertising agency. 
The agency received first prize for 
the merchandising division of the 
annual Business Advertising Awards 
Competition, sponsored by Asso- 
ciated Business Publications. The 
campaign, which reportedly in- 
creased the client’s results over 50 
per cent, sought to create the image 
of prestige and style. 


Paule Executives Visit Africa 


CHARLESTOWN, MASS.—Two 
executives of the Paule Chemical 
Company, Samuel Black, president, 
and Dominic Ciaccio, chief chemist, 
are on an extended tour of the South 
African shoe industry. They are 
visiting their outlets and customers 
in that part of the world and are 
expected to return early this month. 


Rice Co. Moves Salesrooms 


NEW YORK — The New York 
salesrooms of the A. H. Rice Com- 
pany, manufacturer of silk and syn- 
thetic sewing threads, braids and 
cords, have been relocated in the 
Union Dime Building, 111 West 40th 
Street. The company’s mill and main 
office are in Pittsfield, Mass. 
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Acme Promotion Ties In with Television’s ‘Maverick’ 


Acme's "Maverick Boots” are pictured with promotional material: special display, 


"Maverick" box, and autographed picture which manufacturer is enclosing. 


CLARKSVILLE, TENN.—Latest 
promotional tie-in linking television 
with the shoe industry is a “Maver- 
ick Boots” campaign by Acme Boot 
Company, Inc., here. 

Springboard for the promotion is 
the Warner Brothers-ABC-TV ‘“Mav- 
erick” series, seen on Sunday nights 
and recently the recipient of an 
“Emmy” award. 

Acme is packaging a line of boots 
in a special “Maverick” box, with 
pictures of the two Maverick broth- 
ers of television, Bret and Bart, on 
the label. Enclosed in each box is 
an autographed photo of the adven- 
ture-seeking, gambling brothers. 


To promote Maverick Boots, Acme 
is using national magazine adver- 
tising, window displays, newspaper 
mats, radio spots and_ television 
slides. The campaign was announced 
to the trade in a large, color folder. 

The boots have underlays in blue, 
orange and yellow, interwoven into 
a multi-stitched pattern. They have 
stovepipe tops. Cuffs and pull-straps 
carry a design of hearts, diamonds, 
clubs and spades—symbols of gam- 
blers Bret and Bart. 

Two lasts are offered, the narrow 
western toe and the modified toe. 
Branded into the sole of each boot is 
the Maverick name. 





Subdued Colors Emphasized 
In Hanes’ Fall Hosiery Line 


NEW YORK — ‘Sixteen costume- 
coordinated colors have been pre- 
sented for fall and winter by 
Hanes, the “world’s largest maker 
of seamless stockings.” 

“Shades of Elegance,” as the col- 
lection will be called, emphasizes 
subdued, smoky colors that look 
newer than the brighter stocking 
colors of recent seasons, reflecting 
the muted dress and shoe colors 
being shown for fall. 

New shades for fashion promo- 
tion include “Blue Haze,” a misty 
tint; “Mauve Mist,” a plum beige; 
“Moss,” a soft green; “Bronze,” an 
olive, green-brown tint; “Fawn,” a 
fawn beige, and “Umber,” a deep 
black brown. 

“Color 
Grace Jones, 


according to 
of 


variety,” 
vice-president 


Tr 
1s 


Hanes and a color authority, 
still important in merchandising 
sheer nylon stockings, but the em- 
phasis is now on wearability rather 
than novelty of color. The most 
significant change in the seamless 
color picture is a marked trend to 
taupe and brown neutrals, barely 
black and muted gray shades.” 


Philadelphia Golf Outing Set 


PHILADELPHIA — The annual 
spring outing of the Philadelphia 
Shoe and Leather Golf Association 
will be held Friday, June 5, at the 
North Hills Country Club in subur- 
ban Glenside. Guest of honor will be 
Luther Miller, a past president of 
the association and newly retired 
from Newton Elkin Shoe Company. 
William Gorelick is president of the 
group; Robert L. Stiles, Jr., is 
treasurer, and Clarence R. Heyde 
is secretary. 





Classified and Want Ads 


FOR SALE SALESMEN WANTED SALESMEN WANTED 























MIAMI BEACH, FLORIDA PENNA. — DELAWARE — NEW JERSEY SALESMAN Brilliant Brothers Company 
FOR SIDELINE, ALL NYLON MEDICAL SUPPORT 190 Lincoln Street 


Ladies’ Shoe Store for Sale, Lincoln ’ 

Road, 100% Location, same block as io no eeu AND ECONOMY Boston 11, Mass. 
Saks Fifth—Delman's—Andrew Geller. < ‘ National Distributor Men's Popular Price 
Volume from $150,000. to $200,000. Very Reply to Box 541, BOOT & SHOE RECORDER Dress, Work, Play Shoes—exclusive or 
desirable lease; 16 ft. front; no inven- Chestnut & Sth Strosts, Philadelphia 38, Pa. sideline. Territories: 


; i i ite: La., Miss.; Calif.; Wash., Ore.; Kans., 
tory; Security and Fixtures only. Write: ag gions Phe gage BP oe 


JOSEPH ORCHOW MANUFACTURER OF JACK & JILL Conn., R. |., Up N. Y. Enclose resume 


645 Lincoln Road, Miami Beach, Florida Children’s Welts, Including Line of Growing Girls and references. 
Welts and Nurses Oxfords has exceptional oppor- 
tunity for aggressive salesmen. Territories: Ohio, 
Kentucky, Indiana, I}inois, Wisconsin, Minnesota, SALESMAN WANTED: LINE OF CHIL- 
ee ee DREN’S PRE-WELTS AND CEMENTS; 
MODERN FAMILY SHOE STORE ADAMS BROTHERS, INC. sizes to 3, Misses Territories: Ohio, Indiana, 
PITTSFIELD, N. H. Michigan, Towa and Pennsylvania. If interested 
in any other territory write. Will consider. Re- 


Located in East Central Part of ply to Box ge Boor ed Be ig seeng 
. . Chestnut & 56th Streets, enna 
Ohio In Shopping Plaza. 25 year ani pads acuieiamtin iy 


old concern carrying high grade SHOE SALESMAN — BUYER 


Nationally Advertised Lines. Will To merchandise ladies’ and children's SIDELINE SALESMAN WTD. 


sell for cost of stock and fixtures. shoes for chain of department stores 


in the South. CT 
DIREC NEW YORK WHOLESALE 
Reply to Box 546, BOOT & SHOE RECORDER > 
. Reply to Box 549, BOOT & SHOE RECORDER FOOTW Es AR IMPORTER has several choice 
Chestnut & 56th Streets, Philadelphia 39, Pa. Chestnut & 56th Streets, Philadelphia 39, Pa. territories open for commission salesmen for 
promotional basketball, rubber and Vinyl Shoes, 
being sold to Chains and Jobbers. Stock for 
Adrian Special X-Ray Fitting Machine in immediate delivery. Repy to yg Boot 
good shape. Will consider any reasonable offer. AND SHOE RECORDER, estnut & t treets, 
New Mexico Orthopedic aes Shop, 205 Copper FACTORY MANAGEMENT Philadelphia 39, Pa. 
M. 


N. W., Albuquerque, N. 






























































ada oat ' oe HEVERLE and HAY HELP WANTED 
sed she y : . t t : 
fit all topes al doen. "a Cohan. a9 So. 121 North Broad Street 
55th Street, Philadelphia, Penna. Philadelphia, Pa. 





» 2 P . ° BUYER OF MEN’S SHOES WANTED. 
oe Aa A Specialists in Leather Saving, cutting This is successful store-owned dovertenent, Ce 


—— — . 7. , Nettlet F E. S. 
JUVENILE SHOE STORE located Middle control, and all shoe management nee fiat Sen dhe eee 


Atlantic, near coast. Better grade shoes. Vol- ' ry 
ume $85,000. Low overhead. Sell for stock at problems. a 
cost and fixtures about $30,000. Reply to 
Box 548, Boor anp Snore Recorper, Chestnut 
& 56th Sts., Philadelphia 39, Penna 


ee Ine OE FOR SALE BUSINESS OPPORTUNITY 


WELL ESTABLISHED FAMILY SHOE 
STORE, suburban St. Louis, doing $70,000. FAMILY SHOE STORE IN LONG IS- SHOE FACTORY, WOMEN’S SHOES, 
sales. Popular Brands; cheap rent; owner can LAND, established five years; 20 foot front; Metropolitan New York, 75 cases per day ca- 
help part time. Reply to Box 542, Boor anp modern air-conditioned. Need $12,000. cash. pacity, requires $25, og additional capital. 
Suoe Recorper, Chestnut & 56th Streets, Phila- Reply to Box 545, Boor anp SHOE RECORDER, Reply to Box 540, Boot anp SHOE RECORDER, 
adelphia 39, Penna. Chestnut & 56th Streets, Philadelphia 39, Penna. Chestnut & 56th biresta, Philadelphia 39, Pa. 


CLASSIFIED 


ADVERTISING RATES ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


20¢ a word 
Minimum (18 words) . .$3.60 Chestnut & 56th Sts. 


Box number, extra. ...$2.40 Philadelphia 39, Pa. 
Your name and address — d: 
charged at word rate. ore & my want-od: 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising Enclosed is Check 0 


Is payable in advance Please check if box No. is Wanted [7] Money Order 1 
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Index to Advertisers 


The Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Alden, C. H., Shoe Company... 65 


Amalgamated Leather Com- 
panies, Inc. 


American Machine & Foundry 
Company 


Arronson Bros. & Bayroff ... 89 


ae ee es Sea ae 89 
Baris Shoe Co., Inc. ..... 79, 87, 89 
Bata Shoe Company 

Berned Shoe Company 

Blue Bonnet Shoe Company .. 
Broitman-Gaffin Shoes, Inc. .. 89 


Brown Shoe Company. Front Cover 


Cambridge Rubber Co. (Vul- 
Cork Division) 


Camitta, Louis, & Son 

Camitta Shoe Co. ........... 
Cedar Crest Shoe Co. ........ 
Chambord Shoe Co., Inc. .... 
Chairmasters, Ines. (6056505 <5 


Colonial Tanning Co., Inc. 
Inside Back Cover 


Cushionized Bellaire Shoe Co. 85 


PORNON, STO. oickc cc scaswcde 63 

87 
Douglas, W. L., Shoe Company 61 
Dunham Brothers Company . 72 


Eby Shoe Corporation 6 
Eddy Shoe Company 88 
Edwards, Vincent, & Co 88 
Endicott Johnson Corporation 34 
Ephrata Shoe Company 58 
Evans, John R., & Company 14, 15 


Federal Industries 
Foot-So-Port Shoe Co. ....... 


Gardiner Shoe Company, Inc. 8 
General Tire & Rubber Com- 
pany, The 
Gerberich-Payne Shoe Co. 
Back Cover 


Goodrich, B. F., and Hood 


Goodyear Tire & Rubber Com- 


Hempstead Shoe Co., Inc. .... 89 


Hubschman, E., & Sons 
Inside Front Cover 


Irving Tanning Corp. ....... 84 





Jarman Shoe Company 


Kelly Sales, Inc. ..........-- 88 
Kreider, A. S., & Son Co. .... 84 


Lawrence, A. C., Leather Co. 10, 11 
Levor, G., & Co., Inc. ....... 3 
Long Arm 87 
Lucky Sales Co., Inc. ....... 36, 37 


Martin Fabrics Corporation .. 49 
Mercantile International ...87, 88 
Miller Shoe Company, Inc.... 81 
Minor, P. W., & Son Inc. .... 80 
— Orthopedic Appliance 
0. 

Mosinger-Cohn Shoe Co. ....87, 89 
Mrs. Day’s Ideal Baby Shoe 

BGs MN eke ocak eid 01s one 


National Association of Dis- 
play Industries 


New York Shoe Wholesalers 
Association 


Potvin, R. J., Shoe Co. ...... 
Principle Plastics 


Quinn & Delbert Boot Mfg. Co. 


Scott Foot Appliance Co. .... 
Sheraton McAlpin Hotel .... 
So-Lo Marx Rubber Co. ..... 
NN Bs MS sb acckacc voce 


fy ae woe | 
Tagier, ©. Ei, Corp. .....%.. 
Tingley Rubber Corporation. . 
Topps Shoe Store 

NG MEN <6 oiale 5 4 o'c-b.0- 0.0 wwlv oe 
Traister, Oscar, Shoe Company 
Tyer Rubber Company 


United Shoe Machinery Cor- 
poration 


United States Rubber Com- 
pany, Naugatuck Chemical 
Division 


Vaisey-Bristol Shoe Co. ..... 9 
ame? POR, INC. 06s ans 0 cere 19 


Wellco Shoe Corporation .... 86 
Weil, M. K., Shoe Co. ...... 717, 89 


Wolverine Shoe and Tanning 
Corporation 
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in NEW YORK CITY 


The completely re-decorated 
Sheraton-McAlpin Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-McAlpin has 
completed a vast re-decorating pro- 
gram, it’s more of a “‘buy”’ than ever! 
The location is perfect for you—in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
It’s your hotel! Write for buyers’ rates, 


MEMBER OF DINERS’ CLUB 


QHERATON 


MM Are 


HOTEL 


Broadway at 34th St., New York City 
Across the street from the Marbridge Building 





Combine Breast Flap Laying 


With Quality Sole Attaching... 
2 


@ Production and economic advantages through 
combined operations 


@ Proven top quality sole attaching 


Simple reliable flap laying mechanism 


Readily adjustable for heel height 


e 

e@ Fast, easy shoe handling 
e 

. 


Quickly changed for conventional sole attach- 
ing without removing pad boxes 


Let us demonstrate the United, Cement Sole & 
Breast Flap Attaching Machine in your factory. 


Call your nearest United Office to arrange for a trial. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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make your 


patent leather 
shoes better* 
with THE 
ROYALTY 
of PATENT 
LEATHER... 


“BETTER BECAUSE ... new standards of beauty 

and wearability insure customer satisfaction . . . 

re-orders guaranteed . . . customer returns reduced to a minimum 
... “Luxury” Patent Leather won't crack, even at 

extreme temperatures... its brilliance lasts the life of the shoe. 


Colonial Tanning Co., Inc., Boston 11, Massachusetts 
Vv 





..BOYS’ SHOES...BOYS' SHOES...BOYS’ SHOES...BOYS’ SHOES... 


REAL BOYS’ SHOES- 


Camp Styles 
example 


-.BOYS’ SHOES...BOYS 
SHOES...BOYS’ SHOES... BOYS’ SHOES 


»-BOYS'’ SHOES... 
BOYS' 


SHOES oa 


= “ — eS 
DIRTY BUX GREY BUX LODEN GREEN BUX 
2436 3436 4436 


IN STOCK: 
YOUTHS’ - BOYS’ + BIG FELLOWS’ 


GERBERICH-PAYNE SHOE CO. MOUNT JOY, PA. 


Boys' Shoes and Nothing But Boys’ Shoes 
As OndyGERBERICH Makes Them ! 
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»-6BOYS’ SHOES... 
SIMOES... 


BOYS' 








BOYS’ SHOES... 
BOYS’ SAGES. < 
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